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PLANT 
the CHRISTMAS SPIRIT 


®in your Te 

Son your ledges 

ein Wall Piiches 

* Throughout the Store 


with 
SCHACK’S intriguing 
POINSETTIA PIXIE PLANTS 


See them (and dozens of other bright new ideas for Christmas) when your SCHACK representoa- 
tive calls on your store soon... Or, write us direct for a free photographic brochure — ask for 
Poinsettia Pixies’. 


Hthiks INCORPORATED 2516 WEST ARMITAGE AVE. CHICAGO 47, ILL. 















































#5741 CORINTHIAN COLUMN: 84 in. high x 16 in. wide x 5 in. deep 
of white, heavy duty, vacuum-formed plastic 


Price each $17.50; 6 or more $15.75 each 


#5520 RIBBON COPY SIGN: 83 in. long by 11 in. wide. 
Copy space is 47 in. by 7 in. White, vacuum-formed plastic. 


Price each $19.50; 6 or more $17.55 each 
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346 NORTH JUSTINE, CHICAGO 
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‘Timeless 


Appeal 














A return to the ‘“‘age of ele- 


gance’”’ by means of a hand- 








some Corinthian Column 





with a slender, fluted shaft 


and a bell-shaped capital, 





decorated with a design of 














acanthus leaves. Just right 

















for college, bridal and high 





fashion promotions. A 


year-round prop to be 





used over and over again. 
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#5550 CHERUB AND PLUME COPY PLAQUE 
a beautiful accessory for your high fashion window or 
interior departmental identification. This plaque is 31 in. 
wide and 21% in. high. Made of sturdy, white, vacuum- 
formed plastic. 

. Price each $8.50; 6 or more $7.50 each 
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THE COVER 


The scene shown here is one half of a 
turntable display for the U. S. Rubber 
Company in their permanent exhibit 
space at Rockefeller Plaza, New York 
City . . . Miss Phyllis Locks, display 
designer for U. S. Rubber, and Metro- 
politan Travel Display, New York City, 
were responsible for this unconventional 
attraction . . . For more information 
and a picture of the other side of this 
display, turn to page 12 of this issue. 


OUR NEXT ISSUE 


The August issue will be the third in 
our series of special ‘Salute’ issues, 
featuring the outstanding displays of 
various sections of the country—in this 
case, New England . . . The editorial 
section will be expanded to include a 
complete cross-section of this region 
without sacrificing any of our regular 
editorial fare, which will include original 
display sketches, how-to-do-it features, 
and visits to major display and exhibit 
centers of the world ... All in the 
mails July 20. 
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Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send ali subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 
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To usher in a brilliant Fall and Winter 


of gleaming fashions and glamorous 





‘ activity, Williams has mounted a fas 
cinating new series of displays called 
‘Queen of Diamonds’. Every facet 
shimmers with the blinding bright 
‘ sparkle of elegance in mannequins, 
forms, displayers, costumers. Of all 
the Display classics’ Williams has 
staged for your enlightenment during 
the past quarter-century, none sur. 
passes this. See Queen of Diamonds 
| ‘now at our showroom. D. G. WILLIAMS 
| Inc., 498 Seventh Avenue, New York 
18. Mary Brosnan mannequins, Dura 
belle mannequins, Patina forms, 
Lumilite displayers, imaginative 
novelties. 
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BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—YOU MUST HAVE A COPY 
... to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
...it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 

W orking Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Evye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory W ork 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints. Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 


SRAM + MAEBHARO 





IAPS LO DISPLAY 


Endorsed 
by the country’s 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. Display 
problems and their solutions are explained in detail. It gives display 
a scientific background to make the medium of display more powerful 
and effective. Study the partial list of contents and you will realize 
that this is a book you MUST have. Its value to you cannot be 
measured by its reasonable cost. 


DISPLAY WORLD, Cincinnati 1, Ohio 
[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 


NAME............ 
STREET.......... 
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your center for display industry information and assistance A 5 § 0) b Al 0) N 


. headquarters for locating *supply sources . . . sponsors 


of June and December Market Weeks yearly. \j | c b | AY 
e NEXT SPRING SHOW 
Dec. 4-8, 1960 — New York City 


e NEXT CHRISTMAS SHOW 
June 25-28, 1961 — Chicago 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET AND SEVENTH AVENUE, NEW YORK I, N. Y. 








FOR THE BEST IN 


DISPLAY FIXTURES 
MEET THE NEWEST ADDITION 


TO OUR EVER GROWING LINE OF SMARTLY 
DESIGNED AND EXCELLENTLY CONSTRUCTED 
PES ob ce 


#3000 Constructed entirely of one inch square tub- 
ing set on the angle for greater strength and dura- 
bility with a baked black enamel finish so hard 
that it even amazes us. The hangrails of course 
have a copper, nickel and chrome finish for greater 
durability. Best of all, it is priced right. 





Available at your display dealer or write. 


MARK OF 


ouatiTy {| AARVING DISPLAYS, INC. For 
QUALITY 


and 
F GARMENT RACK d DISPLAY STAND 
MANUFACTURERS & CREATORS OF G E CKS an SPLAY $ $ SERVICE 


419-421 BROOME STREET at the 
NEW YORK CITY 13, N.Y. RIGHT 


WORTH 6-2774 4104 
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Newest Eastern Wing Distributors 


/ 


Baltimore Display Industries, Inc. @ 
7 South Hanover Street, Baltimore 1, Md. 
Mr. Lee Knable, President 


Art R. Cohen Company © 
810 Penn Avenue, Pittsburgh 22, Pa. 
Mr. William Cohen, President 


Bison Display Fixture Company © 
132-134 Delaware Avenue, Buffalo 2, N. Y. 
Mr. Sidney Himmelreich 


Feine Trimming Company, Inc. @ 
25 Kingston Street, Boston 11, Mass. 
Mr. Herb Feine 


Thompson Display Materials @ 
117 North Brevard Street, Charlotte 2, N. C. 
Mr. Frank Thompson 
oa 
A few select distributorships are still available 
in Central and Western states 


Peart, '9¢6 











There’s little doubt that displays have difficulty floating about in 
space, though the dramatic new system of Wing Success does give 
shoppers this illusion. Delicate lingerie, dresses, coats, hats, suits 
and trousers arranged gracefully over and around these smartly built 
settings provide a new high in distinctive display. And display 
directors are limited only by their imagination. Most parts in the 
Wing system may be easily shaped to suit your needs. 

During the recent NADI Show at the Hotel New Yorker, our 
displays were viewed by thousands of the world’s leading display 
experts. Their stimulating response to our entirely different system of 
garment display is deserving of our warmest expression of appreciation. 

If you haven't already seen Wing Success equipment, do drop in 
at the Display Center, seventh floor, 400 Eighth Avenue (at 30th 
Street) CHickering 4-1418 . . . or watch for our settings at the 
leading display distributor in your area. 


Manufactured and sold in the United States by 


WILSON RESEARCH CORPORATION 
2001 Peninsula Drive «+ P.O. Box 5037 
ERIE, PENNSYLVANIA 





ENTER NOW! 


1960 


International a 


DISPLAY CONTEST 


AWARD 
POR . 

DISPLAY 

AO MAVEN 


DISPLAY WORLD's big contest for 1960 is now underway. Decide now to take 
part. There are 65 merchandise and service classifications, and every dis- 
playman is eligible for the plaques and medal awards. This Twelfth International 
Display Contest — with 210 awards — will continue to prove an incentive to still 
better display throughout the world and to reward outstanding displaymen with 
tangible evidence of their ability. I+ is our belief that this recognition of meritorious 
work will benefit the entire profession, and we view it as one of our obligations to the 
field we serve. All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 


210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today . . . and 
keep them coming. The more entries submitted, the better your chances for 


international recognition. 











Any displayman in the world may enter this con. 
test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 

All entries must be of displays installed during 
the year 1960, except those 1959 displays received 
after the December 31, 1959, deadline. 

. Entry is by means of one or more unmounted 
black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 

- Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 
- All entries become the property of DISPLAY 
WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. All entries 
received during a given month will be judged for 


the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 
than December 31, 1960. Entries received after this 
date will be entered automatically in the 1961 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engrceved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 


. In case of a tie, duplicate awards will be made. 








Mail Your Entries 


to Contest Editor 


DISPLAY WORLD 


Cincinnati 1, Ohio 





CLASSIFICATIONS 


Women's Dresses 
Women's Blouses, Sweat- 
ers, Sportswear 
Women's Coats, Suits 
Furs 

Bridal Displays 

Millinery 

Lingerie 

Foundation Garments 
Women's Shoes 
Women's Hosiery 

Bags, Gloves, Accessories 
Cosmetics, Perfumes 
Women's Bathing Suits, 
Beach Wear 

Women's Evening Wear 
Mother's Day Displays 
Children's and Infants’ 
Wear 


. Teenage Apparel 


Men's Clothing 

Men's Shirts, Neckwear 
Men's Hats 

Men's Shoes 

Men's Robes, Pajamas, 
Underwear 

Men's Evening Weer 
Men's Sportswear, Bath- 
ing Suits 

Father's Day Displays 
Yard Goods, Curtains, 
Draperies 

Notions 

Linens, Bedding 
Furniture 

House Furnishings, Rugs 
Paints, Wallpaper 
Jewelry, Watches 
China, Glassware, Silver- 
ware 


. Toys 


Luggage 

Sporting Goods 

Musical Instruments, 
Phonographs, Records 
Radios, Television Sets 
Office Equipment, Sup- 
plies 

Books, Greeting Cards, 
Stationery 

Drugs 

Groceries 


. Candy, Nuts 


Liquor, Bottled Goods 
Hardware, Garden Sup- 
plies 

Auto Showrooms 

Major Appliances 
Minor Appliances 
Utility Service 

Bank, Savings Institution 
Photographic Equipment 
Travel Displays 

Exhibit Booths 

Floats 

Spring-Easter Promotions 
Style Show Settings 
Civic, Institutional 
Thanksgiving, Independ- 
ence Day Displays 
Special Event Promotions 
Christmas Institutional 
Christmas Merchandise 
Christmas Interior 
Christmas Exterior 
National Advertiser's 
Display Units 
Miscellaneous 
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NEW YORK CITY 
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‘\... wonderful people to work with there” 


‘\...wonderful new enlarged showrooms” 


‘\...- wonderful array of custom Christmas creations” 











several years ago, when DISPLAY WORLD chose to identify itself 
as the international display authority, there was no fanfare or any 
need for one. This enviable position came about gradually out of 
necessity, as the display profession—and indeed the display industry— 
became too large to be enclosed by national borders. 


This situation is more pronounced now than ever. Internationalism 
will be increasingly evident in the future. There are several sign 
posts that indicate forcibly that this is the direction that our 
profession and industry is heading. Let me point a few of these out 
to you. 


Recent months have seen more American displaymen traveling abroad 
as part of their stores’ merchandising-promotion activities than 
ever before. Likewise, more foreign displaymen have been visiting 
the American display centers and markets than in recent years. 


From the industry standpoint, foreign display materials, in the 
past either unknown or ignored, have been sought and brought back from 
other countries, and manufacturing facilities or distributorships are 
being established every day to make these products available here. 


American display firms capable of expanding their production 
and distribution facilities are rapidly making similar arrangements for 
sale of their products abroad. The lowering of import restrictions by 
several other countries, for instance, Australia, has opened fertile 
markets for some of America's best display products. 


The effect that this interchange of technical Know-how and the 
materials for putting this know-how into practice will be far-reaching, 
and is bound to be for the betterment of both the profession and 
industry. 


It may be rough on a few segments of the industry, but "import 
ulcers" are seldom fatal. They can be cured by constant and diligent 
improvement of the product, its manufacture, distribution and promotion. 


In this issue there is a generous coverage of international 
display, ranging from lighting techniques of a prominent Australian 
displayman to a tour of the famed trade fair at Utrecht, Holland. 

Two sketch articles are by an imaginative French display artist and a 
world-renowned Czechoslovakian display and exhibit designer, whose work 
is familiar to American readers through his sketch contributions to 
DYNAMIC DISPLAY, considered as the foremost textbook on display in the 
English language. We are looking forward to publishing more sketch 
ideas by these two artists in forthcoming issues. 


You might be interested in a current project by DISPLAY WORLD 
to extend to various specialized publications the use of our extensive 
photographic files. We have long realized that our editorial space 
does not permit the publication of all of the outstanding displays 
in all of the many merchandise categories. So far we have received 
several requests for photographs (Please turn to page 62) 
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U.S. PATENT NO. 28108598 





























... offer 

VOLUME SELLING-- FASTER 
TURNOVER--IMPULSE 
BUYING ... MORE PROFITS! 


Are you ready to participate in the 
GREATER PROFITS that Retailers will 
realize with OPEN SELLING? 





The buying habits of your customers have 
changed. They will want to see broader 
assortments of merchandise in greater 
depths. They will demand faster service 
during peak selling hours. Your customers will 





spend less time in your store and will want 
to be served in the most expedient manner. 


The exciting line of TRIMLok packaged mer- 
chandisers, meet all the requirements of the 
newest methods and techniques for OPEN 
SELLING. The broad assortment of 
TRIMLok merchandisers were 

designed and store tested to dis- 

play and sell merchandise in every 





department in your store. They 
adapt to either soft or hard lines. 


TRIMLok 1S DESIGNED FOR 
COMPLETE STORE INSTALLATIONS 
Module Wall Sections . . . Lighting Cornices 
Over - Counter Superstructures .. . Garment 
Racks ... Merchandising Units... Tables... 





Counters . . . Perforated Metal Shelving .. . 
Shelf Brackets . . . Shelf Dividers . . . Binning 
Hardware. 


a ee 


AMERICAN FIXTURE INC. «+ ST. LOUIS 3, MO. 


Gentlemen: Please send us at once: ; 
Store Planning Service Available 


@ See how America’s Great Stores Sell More Merchandise 


American Fixture Inc. 


2300 LOCUST STREET « SAINT LOUIS 3, MISSOURI 


[_] BROCHURE SHOWING NEW 
PACKAGED MERCHANDISERS 


3 STORE PLANNING SERVICE INFORMATION 
STORE 
NAME 
ADDRESS NEW YORK OFFICE and SHOWROOM CHICAGO OFFICE 


11 West 42nd Street 222 West Adams Street, Room 391 
New York 36, New York Chicago 6, Illinois 


Sviy, - t7 64 
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ioe Metropolitan Extends Horizons 
With New Display Concepts 


Revolving display for U. S. Rubber Company is only one 
By GERALD N. KURTZ example of versatility offered by this progressive firm .. . 


Metropolitan Travel Display Revolutionary do-it-yourself kits will enable professional 


New York City displays to be installed at branch offices of airlines, etc., 


throughout the country 


ETROPOLITAN Travel Display has 

acquired the dubious distinction in 

display as rear-end experts by virtue 
of the well publicized Northwest Orient Air- 
lines display in which the tail end of a horse 
played a prominent role with resultant pro- 
tests from the Society for Indecency to 
Naked Animals. Now, as a result of another 
recent rear-end triumph, we can report that 
the automobile has finally supplanted the 
horse—at least at Rockefeller Center, New 
York City. 

United States Rubber Company, repre 
sented by a very capable lady named Phyllis 
Locks, display manager, came to us with an 
idea tor the 18-foot turntable in the window 
of their permanent exhibit hall at the Center. 
Miss Locks had seen the DISPLAY WORLD 
story (August, 1959) concerning SINA and 
the Northwest Orient Airlines display, and 
immediately related our experience in the 
travel feld with vacations requiring tires 
to travel. etc., etc. 

With substantial history of successful dis 
plays, she now called on us for a tour de 
force, a veritable product potpourri, a spec- 
tacular to end all spectaculars, a full-scale 
display to run tour months (November 
through February, 1960) and feature many 
L. S. Rubber products at one time: snow 
tires, regular tires, snow boots and beach 
shoes, parkas and Lastex bathing suits, 
galoshes and golt balls, Naugahyde luggage —=/Above ic the winter chi resort scone 
and a Naugahyde covered chaise loung that comprised one side of the turn- 
table exhibit created for U.S. Rubber 
for its display area at Rockefeller 
Center, New York City . . . The op- 


posite side, a contrasting summer 


and a picnic hamper. 

ur logical Miss Locks visualized both 
summer and a winter scene, perhaps 
southern seaside setting on one side and 
northern ski lodge panorama on the other 
So off we went into design conferences and scene, is shown on the cover of this 
from there to the drawing board issue . . . At right are shown the 

From the drawing board we progressed initial phases of construction where 
quite naturally to the junk yards, which, in the auto rear-ends were merged into 
cidentally, abound in and around the New the dividing background in proper 
York area N ot nearly SO abundant, how perspective ... The display wos made 
ever, were the objects ot our quest: two so that 
pertectly intact rear sections of late model 
automobiles—one a sports car, the other a 


it could be assembled com- 
pletely in the workshop of Metropol- 
; itan then disassembled for removal to 
station wagon. Furthermore, the cars had ot : 
' . ate Sa the exhibit hall, where it attracted 
to be General Motors products since U. § 
Roval tires are supplied by this manufac considerable interest from November 
turer as original equipment. through February of this year— 
But good tortune prevailed, and our pa- 
tient search eventually turned up a Buick 
station wagon and a Chevrolet Corvette, both 
t which looked as it they had been intro 
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duced to each other at just slightly below 
the speed of sound. The junkyard proprietor 
obliged with acetylene torch and hacksaw on 
the dotted lines, and the next day these 
key components were delivered to our shop. 
Another display was underway. 


The problems, of course, were manifold; 
not the least of which was taking two trun- 
cated cars, angle-sliced from top to tailgate, 
and merging them believably into the per- 
spective of the vertical background panel 
which separates the scenes. Another factor 
in planning was to avoid the cliche of the 
“boat in the basement” bit. We solved this 
by building the display in transportable sec- 
tions, assembling it completely in our stu- 
dios, including the nine-foot-high mahogany 
arch, then disassembling it for removal to 
the exhibit hall. 

Beyond the fun of building and installing 
this unique spectacular, was the satisfaction 
of accomplishing a difhcult problem: the 
showing of many unrelated products and ac- 
tivities in a forceful, true-to-life manner to 
a tremendous market, thereby capturing the 
attention of the motoring vacationists wither 
they be bound. 

Metropolitan’s Display Philosophy 

The Metropolitan Travel 
Display might be summed up, with thanks to 
General Electric, thusly: At Metropolitan, 
our client’s message is our most important 
product! 


philosophy of 


Our firm has been organized to offer our 
clients a complete dimensional advertising 
service. We do not pretend to be “arty 
smarty’ displaymen, but rather sound think- 
ing salesmen whose millieu is advertising 
with the media being displays. We started 
out by specializing in the travel field, where 
myself and several others on the manage- 
ment team were spawned. With a thorough 
knowledge of the internal and sales problems 
of an infant industry, we incorporated. Our 


hid 
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company was set up to help airlines, steam- 
ship companies and government tourist of- 
fices merchandise and coordinate their ad- 
vertising and sales efforts toward one goal: 
filling airline seats, steamship berths, hotel 
rooms ! 

It was decided not to limit our services, 
but to offer our clients everything from 
point-of-purchase displays, to window dis- 
plays, to convention and travelling displays. 
By providing a creative staff, a production 
operation, finished art and hand lettering 
departments and installation crews, we 
geared ourselves to anticipating our clients’ 
every need. 

Displays are created for our clients with 
sell as the main theme, with effect secondary 
—the latter important only to get our clients’ 
sales pitch home. Ever conscious of what 
we have to say being most important, our de- 
signing is inspired by a copywriter’s ap- 
proach. 

Often we insist that the client get the 
most from his promotion dollar by building 
displays as advertising dimensionalizations 
rather than originating a unique piece of 
display art to merchandise a particular sales 
point. Our theory is that when a client 
spends X dollars in newspapers and maga- 
zine ads, all with the same approach, his 
display dollars should be spent on the same 
or similar layout, art and copy. 

True, a display specialist can always 
come up with a good creative display tor 
almost any given problem; however, we be- 
lieve it to be more important to expose the 
buying public to an advertising concept as 
a concept wherever he or she may turn! 
Further, much highly paid advertising agency 
and management talent creates ad cam- 
paigns. Why not take advantage of this in 
display work? 

Such thinking is not necessarily as con- 
fining as one might imagine. In between 
campaigns and to supplement the advertis- 
ing, we have successfully created displays 
quite original in thought. 

Do-it-Yourself Display Kits 

Recognizing the need for stretching the 

advertisers dollar, and 


we have designed 


—A do-it-yourself display kit for American 
Express Company is shown above in a colorful 
plywood cabinet . . . The kit consists of five 
basic displays which combine into a minimum 
of 39 full-scale window displays . One of 
the displays is shown in the inset . . . Tom 
Donnelly, in charge of display for American 
Express, is shown here removing from the kit 
a cut-out palm tree that can be used for pro- 
motions of travel to Hawaii, the West Indies. 
Africa, South America, the deep South and 
other tropical areas— 


developed interchangeable, do-it-yourself dis 
play kits. We offer versions of the kit which 
are custom-designed for each client. One 
version is for advertisers having branch 
Each office is supplied a kit con 
sisting of backgrounds, copy and accessories 
with a simple set of sketches and installa- 
tion instructions. Attractively packaged, the 
designed to blend with the office 
With these kits, any office clerk can 
decorate windows professionally and easily— 


offices. 


case is 


decor. 


no nails, screws, staples or tools necessary 
Now, tor a very low cost an advertiser can 
have each office feature an identical display 
at the same time with resulting quality con 
trol and much greater sales impact. 

The other kit we design and manufacture 
is also custom-tailored for the 
advertiser and is for 


particular 


use by firms whose 
must do dealer dis- 


The kit is neatly encased in a suit 


sales representatives 
plays. 
case-like carrier, with the firm’s logo-typ« 
imprinted on the outside. The portable inter- 
changeable display will expand from 3 
inches to 8 feet and assume many shapes to 
accommodate almost any window. All art 
and copy panels are silk screened on plastic, 
are washable, and can be supplemented from 
time to time to merchandise new campaigns 
These units cost less than many custom-de 
signed, one-shot displays. 

Our kits are now in use by American Ex 
press Co., KLM Royal Dutch Airlines, Amer- 
ican Cable and Radio, among others. Iris] 


[Please turn to page 61] 


—Shown at left is a completed display by KLM 
Royal Dutch Airlines fabricated from com- 
ponent parts shown at upper left with a suit- 
case-like carrier . . . Simple directions are in- 
cluded to show anyone how to achieve profes- 
sional results with these kits— 
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By MYRTLE STEWART 


merchandising 
accompanied by 


splendid undertaking, 
colortul paid news- 
paper publicity, was further embellished 
with generous press coverage at the Septem- 
ber 14, 1959, opening of Lansburgh’s new $3- 
million, 150,000 square-foot Shirlington store 
at Shirley Highway and Leesburg Pike in 
the Northern-Virginia suburbs of Washing- 
ton, LD. ¢ 
Close on the news of the selection of Miss 
America for 1959, the presence of Miss Vir- 
ginia (Sue Williams) at the store’s opening 
kindled much additional com- 
With golden Miss 
Virginia cut the ribbon at the main entrance 
“Carry Me Back to 
Old Virginny” by Virginia’s Wakefield High 
School Band 
key to the store’s president, Ralph L 
smith, 


ceremony 


munity interest. sheers 


to the accompaniment of 


Then she presented a golden 
Gold- 
and television re- 
porters took all the photographs they wished. 


while newspaper 
Inside the store, Miss Virginia gave auto- 
graphs all day long. There were 35,000 visi 
tors the first day alone. Available parking 
at and near the building is practically 
unlimited 


Space 


Che building is made ot Virginia pink brick 


Setting the Stage 


For the Grand Opening... 


at Lansburgh’s, Shirlington 


This big event only comes once in every store's lifetime; so 

why not make the most of it by extending your promotional 

efforts to the hilt as this store did . . . Interior display went 

all the way with extensive treatment in every department 

to assure the visitors that this was not merely a branch 

store but capable of satisfying all of their merchandise and 
service demands 


with white limestone trim, and it follows the 
modern controversial windowless trend. At the 
main entrance is a marquee in three parts, 
each convexly curved. The one at the right 
shelters just three show windows, and the 
one at the left covers a see-through window. 

The interior is characterized by a series of 
complete little shops as though lining an inti- 
mate village street. In front of some of the 
“shops” are patios with black and white 
floors and black iron fences, taking the place 
of conventional The patios 
are effective in giving the impression of be- 
ing separate and yet revealing vistas beyond. 
Each shop has an awning in an individual 
coloring and design, giving a permanent hol- 
iday atmosphere. 

Two slogans 


show-windows. 


were 
opening 


used consistently 
throughout the and pre-opening 
publicity: “Designed for those who live in 
Virginia’, and “It has everything.” The first 
emphasized not only the convenience to Vir- 
ginia shoppers, but also the recognition of 
the predominantly youthful residents of the 
area, which largely prompted the “adven- 
turous decor” of the selling space. The 
second—“It has everything’’—stressed the 


fact that the store was not merely a branch 
of the main store but carried the same com- 
plete scope of merchandise and services. 

An effective merchandising booklet was 
distributed at the opening and afterwards. 
[It combines the air of a souvenir with per- 
manently useful information for customers. 
Its front cover is a color print of the store 
and the inviting parking lot. The inside front 
depicts a clear chart of the network of high- 
ways by which the store can be reached, 
both from Washington and within Virginia, 
and pinpoints the store with relation to the 
Pentagon (five minutes away by car or bus) 
and to surrounding communities. 

A page is then given to each major store 
department. The “cradle’ position of the 
booklet is a Store Directory listing depart- 
ments, brand names of the merchandise, and 
department locations in the store. A part of 
the inside back cover explains the kinds of 
accounts that may be used for purchases, 
while the rest of the page is an actual busi- 
ness reply postcard, self-addressed under 
first-class post office permit, for use in open- 
ing an account by mail if desired. 


In newspaper advertising, the easily- 


—At left, typical floor-level interior display of women's apparel . . . Center, the same for men's apparel, with only half background .. . 


Notice novelty heads with handle-bar mustachios 


were dyed green— 


Right, period costumes in front of foundations shop; corsets, pearl and plumes 


DISPLAY WORLD 
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—Above, a balcony display of 

men's wear and $1,000 collection 

of pipes. .. At right, a women's 

wear balcony display carries out 

same decor, with awning and 
foliage— 


pulled-out cradle-position was obtained for 
several editions of the Washington papers, 
giving uncrowded information with illustra- 
tions of the map, the chief prize of an 1m- 
ported English Ford car on opening day, the 
photographs of Miss Virginia and other per- 
sonalities, known to the readers, who would 
participate at the opening, and, in special 
boxes, the names of the local firms who 
“helped to build’ and “those who service” the 
new store. 

Arthur Gray, head of display tor Lans- 
burgh’s, used the color green to set the key- 
note in fashions of the moment and in period 
costumes that were in evidence here and 
there. The Foundations Shop displayed mer- 
chandise entirely which had been dyed green, 
even to foundation garments and lingerie on 
forms, including pearls and necklaces, dyed 
green, worn by the mannequins. A group of 
mannequins in the 1890 manner, showed one 


sat, ISS 


—Top left, green-dyed founda- 
tions, lingerie carries out color 
scheme of decor for this Grand 
Opening promotion . . . Top 
right, entrance to fabric shop 
shows two mannequins exqui- 
sitely draped as attention-get- 
ters atop low island fixtures— 


—Above, the Baby Tree with its diaper-sup- 


ported 


infants stands on a floor platform, 


with the illuminated floating ivory ceiling seen 


whose hat had a sweeping ostrich plume, 
dyed green, etc. 

In men’s wear displays, one was enlivened 
by a group of heads wearing handle-bar 
mustachios and derby hats. Another dis- 
played a $1,000 collection of pipes loaned 
by the Valentine Museum of Richmond, Va. 

A winsome display was the “Baby Tree” 
with infants hanging from the limbs by 
diaper pins. Giant stuffed animals on ledges 
caught every eye. In this vicinity there is a 
special room equipped for diaper changing, 
with disposable diapers available. 

Besides having “everything” attainable at 
the store, the Shirlington store has still 
more. The Garden Center is a _ beautiful 
plastic-rooted shop devoted to the interests 
of those who have green thumbs or hope to 
discover they have them. At the opening, 
free soil was offered for the taking by any- 
one who would shovel it into a bag, fur- 


in the background— 


nished by the store. 

Another beautiful feature of the decor is 
the floating illuminated ivory ceiling. Gold 
striped carpets of varying background colors 
are used on much of the floor surtace. The 
second floor is a continuous balcony of shops 
situated around the decorative escalator well. 

Still another “plus” is the Old Dominion 
Room where community groups may gather 
without charge for civic meetings and enter- 
prises. It accommodates more than 80 people 
at one time, and has a stage and a honey- 
colored piano. Around the walls are large 
framed photographs of noted old Virginia 
‘| his room, 
at Christmas, can be thrown open to house 
extra toys for sale. Inside and out the decor 
lends itself to splendid opportunities for 
future store-wide promotions 

The display manager of the Shirlington 
store is Richard (Dick) Braid. 


estates and modern scenes also. 
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Revlon (left) 
Laurence Bartscher 


“We wanted to stop people — and we did,” said Laurence Bartscher, who in his 
new job as Revlon’s director of special window displays is responsible for a good 
hundred locations. Juggling colored gelatin cutouts spelling out “one of the world’s 
7 great fragrances,” the composition-board carnival figure was garbed in old Vic- 
torian wallpapers (“the kind they used to paper bathrooms with’) that had been 
“rejeweled wherever possible for added sparkle.” Set flush against Plexiglass and 
profusely lighted from behind, the orange, pink, fuchsia — you name it — juggler 
was part of the facade of a new beauty salon Revlon plans to open in the fall. 


New York 
— Where Else? — 


ALTER ALLNER, assistant art director of Fortune magazine and a well- 

W known designer of outdoor posters, recently had some things to say 

about advertising that have a great deal of relevance to the display- 

man's role and to management's attitude toward his contributions: ‘Certain 

advertisers have fully understood that the symbol for the quality of a product 

REV! ah is the advertising issued by the organization behind it, and that graphic quality 

- ae not only ‘sells’ the product but also adds prestige to the manufacturer's name. 

They have also understood that it is not the abundance of facts and figures, nor 

the long-winded and presumptuous slogans, but the contribution of the individual 

By RAYMOND MASSEY —the artist, the designer-—in graphic originality, excellence, inventiveness, and 
even audacity alone, that stimulates interest and establishes the bond between 


Photos by Virginia Roehl Studio the odvertiser ond the public." 


|. Miller (below) 
Sidney Shneer 

To stage this “Flight in White,” Sidney Shneer applied very fine millinery feathers to a nylon net hung six 
inches from the glass, suspended additional feathers behind the net, and transtormed the floor into a fine-feathered 
foundation. “I think you must get a blend between the artistic and merchandising angles, especially on Fitth 
avenue, the display director responsible tor 5 of I. Miller’s 20 stores explained. “In this location, people have 
come to expect the same concern with artistry in the display that you find in the merchandise.” 


DISPLAY WORLD 





Henri Bendel (right) 
Anthony Ballatore 


Asked about his conception of display, Henri 
Bendel’s new display director replied: “I guess 
you might call it ‘contrast with class’—pulling 
out what's around that’s natural and putting the 
elegance with it.” In this scene, a pool table 
purchased on the Bowery, a favorite Ballatore 
prop haunt, was sawed in half and then returned 
to wholeness through the reflection of a mirror 
on the back panel. An unusual lighting effect was 
achieved by using ordinary light bulbs in billiard 
shades that had been painted green inside and 
out. One low-wattage spot was overhead. Green 
drapes in the background and a floor covered 
with dyed-green sawdust completed the contrast 
for the sort of plaid evening outfit the Southamp- 
ton set goes for. 


Ron B. Prybycien (right) 
Swiss National Tourist Office 


Arthur Schiller’s famous play about William 
fell is being performed in Interlaken from July 
through September, an event many people pass- 
ing this freelanced window are now certain to be 
interested in. Informal research among friends 
and acquaintances indicated that in the majority 
of cases Tell’s role as the Swiss national hero 
has been obscured by his familiarity as the 
“Lone Ranger” of the bow and arrow. To 
bring the legendary archer into proper focus, 
and at the same time take advantage of the 
public's knowledge of his apple-piercing prow- 
ess, Mr. Prybycien applied several gross oft 
apple leaves to a thin-branched tree (the real 
article wasn't available), then added the appro- 
priate examples of marksmanship. To represent 
Tell and his trusting son, a black-and-white 
photostatic blowup of the famous statue in 
Switzerland was used. The floor was covered 
with Spanish moss. Copy was inscribed on a 
scroll after the manner common to the period. 


Peay, 276s 


Macy's (left) 
John Foley 


Now that Macy’s eighth annual flower show 
has been seen, New Yorkers teel assured ot 
the time of year. This year, as a tie-in with 
the “Spring Salute to Seasons” involving the 
mayors of New York and Tokyo, the flowers 
and culture of Japan received special attention 
in this window and in displays on five in-store 
ledges. The typical Japanese scenes recreated 
here, world-traveler John Foley pointed out, 
are authentic down to the finest tortoise-shell- 
bamboo detail—e.g., the saki barrel next to the 
flower vendor, the shoji flower stall, the rect- 
angular window at the right. In keeping with 
its international tradition, the show also hon- 
ored Martinique, Thailand, France, Italy, Ha- 
wali, India, Spain and Hong Kong. 
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“Comfortable Near the Fireplace” 


e The ultra modern fireplace (it’s not patented!) is made with a 
narrow sheet of plywood and a large shelf of wood. 

e Some logs and a pair of andirons add the convenient atmosphere. 

e Suitable for casual clothing associated with the cozy home— 


pajamas, dressing gowns, blankets. 




















“You ll Be the Queen” 
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“Flying Leaves” or “Coming Autumn 

e A tree cut out of plywood or made from papier mache’ is 
two-faced—one part painted in black has its foliage at end 
of branches; other in ochre, light red or grass green is 
totally deprived of leaves. 
Leaves are suspended horizontally on nylon thread. 
A small latticework of rods runs along the back of the 
window. 
Garden chairs can be used as supports for mannequins or 
small fashion items. 


e A suggestion for every season and every type of apparel] 


to be worn about the house by the housewife. 


e In this example, the good housewife is cooking as all 
members of the family watch in admiration. She is stand- 


ing on a podium because she is ‘family star.’ 


The back screen is curved and the heads (photos, plastic 
heads, masks, mannequins, sketches) appear through the 


c._rcular cutouts. 





“Well-Dressed for Autumn” 


e The bust of a mannequin is painted in light 
green; then put on a pedestal (% of a column). 

e The mannequin is adorned with seasonal fruit 
and leaves (ears of corn and wild flowers in 
summer; bunches of grapes and leaves in 
autumn). 


e This is surrounded with a two-level semicircle 
of shelves. 


@ Suitable idea for small items—gardening, shoes, 
household utensils, even hosiery. 


DISPLAY WORLD 


**4utumn W hirlwinds”’ 


e The lines that symbolize the whirl- 
winds are made with either wire, 
plastered wire or narrow strips of 
plywood. 

e Some leaves fly here and there. 

e Every mannequin (or large appli- 
ance) is backed by a lattice screen 
decked with dry twigs and leaves. 














‘For the Fireside’ 


e Another example of how to show the 
casual wear to be worn in the intim- 
acy of the home... but this time 
there’s an eavesdropper. 

The man who looks through the win- 
dow says “How comfortable they are 
Was” 

A large screen of plywood looks like 
like a wall of a home with wall- 
paper, window and canopy. 

e The apparel, such as house slippers, 
is placed on the ledge, in the chair 
or grouped on the floor. 








Versatile Screen for Autumn 


e A folding screen for autumn: the right 
side is painted carmine red and on it you 
see an arrangement of autumn leaves 
and twigs; the left side, painted in 
graduated colors of sky blue or light 
green. 


This is ideal for interior displays and 
all sorts of items including autumn 
fashions on mannequins are at home 
against this background. 








An Idea Realized .. . 


“Your Rendezvous in Autumn” says the let- 
ters tacked to the giant leaf made from hard- 
board and covered with sienna-colored vel- 
vet paper ... Leaf at right side is covered 
with sky blue paper ... Back is straw yellow 
drape ... Floor is gray... Russet, black and 
red leaves ... Could be used for display of 
autumn fabric patterns or as background 
props for any size window. 
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TOURING... 
Utrecht Trade Fair, Holland 


By ROGER D. ANDERSON 


TARTED more than 40 years ago, the International Consumer and Light 

Household Goods Fair in the city of Utrecht has been expanding ever since 

to provide an up to date shop display window for the international business 
world. Exhibits generally show a high standard of good planning, display and 
stand design for merchandise manufactured in 20 to 25 different countries, includ- 
ing Holland. 


Impressive new buildings are annually being extended to provide exhibiting space 

for a continually mounting number of participants. The selection of photographs 
' z | | | 

shown on these pages will give an impression of the aesthetic quality emploved in 
page | | ; pio’ 

the display methods for the 1960 textile show, held in February. 


From the Shoe Fair 


A crowd-catching idea at Welf’s footwear stand was the use of mannequins 
dressed as a real old fashioned shoe-store clerk with customer, using the 


ornamental leg screen which m’ lady delicately eases her foot through. 


It was an idea, sound in attraction ability, bringing many people closer to 
the stand to look at an article of use now no longer heard of. 


Playground Theme 


Children’s wear, attractively displayed in a lively style and accentuated by 
the play swings. was trimmed on the stand of Frantzen from Druten. 


Background was black felt with white paper cutouts of kids’ sketches. Swings 


are from colorfully painted wood supported by white nylon rope. 


“Kitty in the Basket™ 


Two adorable. nylon-made fur kittens certainly attracted many people to 
the blankets on display at the stand of Diddens & van Asten, Helmond. The 


blankets and rugs were draped in and out of natural wicker baskets. 


No doubt the attractiveness of the kittens further advanced the warmth 
quality of the merchandise which carried even further with prize winning 


photos of cats pinned around the background. 


DISPLAY WORLD 





Fur Coats and Wraps 


Looking extremely effective on the heads 
of these models were professionally ar- 
ranged flower groups from live and dried 
leaves, flowers and stalks of other flora. 


The display was constructed as a row of 
six fur coated models with a stylized, 
copper netting figure standing at each 
end. Stand design for Mecona, Am- 


sterdam. 


Ship Ahoy at Berghaus 


Well known for good visual merchandis- 
ing, H. Berghaus of Rotterdam had their 
own display team arrange the selection 
of suits and coats around ship deck life. 
This photo shows the simplicity yet ef- 
fectiveness of using real props through- 
out the display — from the bolts on the 


floor to the air conditioning funnel. 


Note the two center models — looking as 


if to avoid the rope lying on the deck. 


Fantasy Coat Styles 


The fabrics from Lambooy — van Kem- 
pen, Amsterdam. were draped in a 
stylized manner on three semi-round, 


black felt-covered figures. 


The three drapings represented exag- 
gerated versions of the latest Parisian 
designs. The hair of the figures con- 
sisted of bright orange. green and blue 
knitting wool which contrasted the black. 
white and grey shades of the wool fab- 
rics. 

Name was mounted in cardboard letters 
on suspended glass sheets while coathang- 
ers were attached to each other to form 
a background against a beige felt wall. 
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—At left is one of series of windows for Spring Carnival . . . Background was of colored 

diamond shaping in tan and green ... Accessories on each diamond in contrasting 

colors . . . Green lighting cast a mystic ethereal aura about above display of brown 

and black coats on the unique brown ballet-dancer mannequins used throughout the 

promotion ... Different colored lighting was used in each display of the series for dif- 
ferent colors of merchandise— 


HE key to the unusual color ef- 

tects we are capable of achieving 

at The Myer Emporium is in the 

Ke tO proper utilization of colored fluorescent 
y lamps, or the use of color filters on 
white fluorescents, when the color re- 


quired is not available in the lamps. Used 
in combination with 110-watt colored 
O O r e mirror-backed spots interspersed with 
incandescent general lighting, we are 
able to accomplish a versatility that of- 
° H ° fers unlimited challenges to the display 
Lig ring designer. 
All our main windows are built with 
a trough at the base and top of the win- 
dow background to house, in the largest 


By FREDERICK B. ASMUSSEN, Display Controller 


. . ? r > ste > . Ne . 
The Myer Emporium, Melbourne, Australic windows, 12 metal holders, each holding 


—Display below of men's and women's ski-wear was on real planks in a simulated lodge 

setting . . . Outside effect was gable cutout with rocks, branches and snow in front of 

baffle boards at sides . . . At right is Hallowe'en display of bewitching brushed nylon 

nighties . . . These were shown with witches hats and brooms in a very shallow show case 
. . « They were linked together with strings of pearls— 
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—At top left, window of knitted pastel color suits and dresses set against a half curved background and louver screens all in black, white and 
gray .. . Top right, a white outlined sketch of a castle painted on the window and also on a panel on the back sets the scene for a display of 
white lingerie . . . White branches and chandelier drops hanging as rain from them add mood . . . Snow covered the floor . . . Window swamped 
with blue light . . . Bottom row left, very successful depth perspective achieved with cutout “caves” in different colors Each "layer" of the 
hardboard cutouts concealed different colored lights, making the presentation of swim suits very colorful and attention-getting At bottom 
right, one of three windows for opening of French Fabric Festival featuring three famous French personalities, Marie Antoinette, Madame Pom- 
padour (pictured here) and Madame du Barry . . . Display shown in rose, pink to white (one in greens to blue and the other in beige, coppers 
and brown to white) . .. Fabrics were built up on enormous frames, the figure towering above with a three-foot head-dress of spun glass, feath- 


ers and other decorations . . . The backgrounds were painted in white and gold to represent Lovis panels . . . In the foreground a half cutout of 


flunkeys carrying candelabras added a final touch to the French atmosphere— 


two four-foot tubes, making a total of 
24 fluorescents. By using colored tubes 
it is possible to tint the entire back- 
ground to suit our purposes or, if the 
background already consists of a colored 
sketch or design, white or some other 
color may be employed to achieve the 
desired effect. For instance, 
green background, we may 
tubes, white tubes or even amber. 


with a 
use green 
The metal holders can be removed 1i 
required for use elsewhere in the win- 
dow, as often happens at Christmastime 
to light under gauze or spun glass, or to 
place on trestles to light up behind 
hedges or other background pieces. 

The floor troughs are fitted with cover 
flaps to level the complete floor if light- 
ing is not required, such as for furniture 
displays, or when the complete back- 
ground, which comprises two 12-foot by 
11-foot sliding doors, is removed and 
placed to the rear of the passageway to 
give added depth to the window. 


sweet, tree 


Behind a metal frame at the front of 
the windows is a row of footlights com- 
prising six 150-watt incandescent lamps 
which are fitted with metal frames to 
hold color filters when necessary for a 
particular dramatic effect, primarily at 
night. In front of the window, behind 
the baffle board and window frames are 
spaced 12 three-pin plugs with their own 
switches for spotting any article near the 
glass. Plugs are also arranged in the 
floor troughs and at top of side walls for 
plugging in any overhead mechianical 
device, chandeliers, curtains, 
cellophane rain effects, snow cylinders, 
etc. One window has a floor and ceiling 


moving 


fluorescent color - changing mechanical 
unit (by Thorne Industries, England), 
which one of our directors purchased 
when on a trip overseas, and is used tor 
special color effects. 

Each window has its own distribution 
circuit breaker switchboard, capable of 
taking 15 amps, and situated immediate- 


ly behind in the display passageway, and 
all this lighting is controlled from there. 
right on the spot. 

It may be of interest to know that the 


store 


statf—tull time—33 


elevator 


has on the 
electricians, 11] and escalator 
mechanics, 5 ventilation and boiler me- 
chanics, 5 mechanical engineers, 60 car- 
penters, 8 plumbers and 27 painters. 
Two ot the electricians and one mechanic 
are employed full time by the display de- 
partment, assisted by others when neces 
sary at fashion show times or Christmas, 
especially the latter, when there is such 
a lot of electrical work to be done, in- 
cluding the children’s attractions in the 
interior of the store where there is a con 
tinuously running electric train which 
Starts weeks betore 


operating nine 


Christmas. This is usually surrounded 
with a large number of mechanical and 
electrical moving pieces to carry out the 
theme decided upon, which is something 
different every Christmas. 





Summer Moods Create 


By DICK JACHIM 


ABULOUS flower show attracts throngs to Robinson, 

while a color reaches prominence at May Company 

through a cleverly executed reader. Summer sportswear 
was previewed in Phelps-Terkel’s windows; gift shop scenes 
sold travel suits at Bullock's; a decorator's dream in a living 
room setting comes true at Sears, Roebuck. 


J. W. ROBINSON (above and left) 
James L. Hodges 


Twenty-two windows and 16 interior ledges composed the major trim 
for Robinson's annual perfume promotion, which is highlighted with live 
flowers. In this window, against a night sky background, an imposing white 
Greek Temple of Love was placed, with miniature columns and fragments 
flanking the sides. Accents of all red flowers surrounded it for a brilliant 
contrast, and an elegantly costumed temale in white sat in it. Carnet de Ball 
by Revillon was the perfume displayed in the foreground and aptly described 
on the reader. 


This interior trim, which was one of 16, was centered by an exquisite 
panel, which was appliqued with lace, gold paper and painted details on beige 
nylon. A Spanish motif continued with the elegant black costume adorning the 
pert damsel beside it, and carried out the name of the perfume well, which 
was Valencia by Elizabeth Arden. The live flower arrangements to complete 
the composition ran trom pink to red. 


BULLOCK'S — WILSHIRE (right) 
Philip Ensminger 

\ spectacular series of windows depicting gift shops in thx 
countries of Mexico, France, Italy, Japan and England was the 
motif tor the promotion of travel wear—beige cotton suits. The 
merchandise centered the scene on an attractive mannequin 
among a mixture of gift merchandise and props 1n an array of 
olors, such as would be associated with a gift shop. This was 


the French scene 





Los Angeles Displays 


SEARS, ROEBUCK—EL MONTE (right) 
Nibs Gomez, Jr. 


An attractive and relaxing living room scene in modern mood 
made an interesting composition for an interior trim. Against a 
gold and white left wall stood a luxurious white fireplace. Im- 
mediately to the right an upholstered chair and drapes in burnt 
orange brought warmth to the room. An inviting divan in light 
blue against the right wall coordinated well with the color 
scheme, and a white Chinese shag rug decorated the floor. Teak- 
wood cabinets and tables were interspersed to balance the room. 


MAY COMPANY — LOS ANGELES (right) 
Stanley Thompson 


A clever reader against the back wall attracted attention to the 
new olive tones in men’s hats. Against a black background, olive 
cut-out letters in free form for action spelled out the color. A 
variance in the color was obtained on the letters by painting them 
with a roller. Brass and wrought iron stands displayed the hats 
with a miniature manzanita tree in a white flower pot and an 
olive color tie entwined through it centered the scene. And a 
walnut top and brass legged riser added height to the hats and 
accessories on the right. 


PY... eee 


PHELPS — TERKEL (left) 
Mel Keith 

The new hop-sacking sportswear received a preview in 
this window. In predominatingly light colors, walking 
shorts and bolero shirts were the main attraction. They 
were accessorized by beach hats, canvas shoes, etc. These 
were in groupings on the louvered shutters in the back- 
ground, the floor and the riser on the right. A brilliant 
multicolored design paneled against the center of the back 
wall gave a feeling of travel. 





Part One 





Better Presentation 
Of Jewelry Displays 


By THOMAS H. LEWIS, M.B.E. 


This is the first of a two-part article on how the quality of 

jewelry display can be improved — an area in which there 

is generally muchroom for improvement . . . The author goes 

back to the fundamentals of customer-attraction which 

apply to all types of merchandise; thus providing interest- 
ing and enlightening reading for all displaymen 


F there is one branch of retailing which, 
more than any other and re- 
quires pertect presentation of its goods, 
it is surely that of the jeweler. For not only 
is it necessary that the display units he em- 
ploys perform their requisite task of sup- 
porting and 


deserves 


from his 
stock. but. to fulfill their function in its en- 
tirety, they must, as it were, merge with them 
into one harmonious whole. 


showing selections 


Retail jewelers hardly need to be told oft 
the importance of thoughtful and artistic 
presentation of their wares, or of the sales- 
value of presenting them in settings which 
tend to enhance their appearance, and there- 
by their appeal to the passerby and the cus- 
tomer at the counter. Yet, there are many 
jewelers who are content to expand their 
display ingenuity in their windows, without 
continuing the good work of efficient pre- 
sentation in the shop itself, where the de- 
cision of the customer is finally made, and 
where, therefore, the stock should be shown 
in at setting as in the 
window. 


THE FOUR STAGES OF A SALE 


Before we get down to a consideration of 
jewelry display, in particular, we would do 


least as good a 


well to examine the thought-processes of the 
prospective customer who enters a shop after 
an examination of its window. His mind un- 
consciously has gone through four phases, 
and briefly these are: 

His attention has been attracted; 

Curtosity has been aroused ; 

Desire has been created; and 

Action has been impelled. 

If we keep these four phases in mind, we 
shall understand the principles to be ob- 
served in preparing a window display. For 
what we show in our window must induce 
the customer to enter the shop to buy. Tak- 
ing these four steps in their proper sequence, 
it will be admitted that, unless a passerby 
has the definite object in view of making a 
purchase at any shop in particular, it is un- 
likely that he (or she) will pause to look 
into its window if there is nothing in or 
about it that has attracted his notice and 
caused him to examine it closely. 


H. G. WELLS 
ON WINDOW-DRESSING 


In his book The History of Mr. Polly, that 
great novelist and humanist, H. G. Wells, put 
these words into the mouth of Parsons, one 
of the characters in the story: 


—Watch display by Law- 
rence Seder, London ... 
Photo supplied by Pollards, 
British display manufactur- 
er and supplier . . . Note 
the variety of velvet hold- 
ers for the displayed 
watches and the arrange- 
ment of watches on the 
huge simulated watch— 


“The art of window-dressing ts in its 
infancy—in its blooming infancy. All 
balance and stiffness, like a blessed Egyp- 
tian picture. No joy in it; no blooming 
10y! Conventional. A shop window ought 
to get hold of people; grip ‘em as they go 
along. It stands to reason. Grip! ...a 
window ought to be exciting: it ought to 


make you say ‘El-lo!’ when you see tt.” 


There, in a few dramatic words, the reader 
is told what effect a window display should 
have on the passerby. It should be sufficiently 
exciting to grip his attention and cause him 
to say to himself: “Hello! What have we 
here?” If it has this effect on him, the first 
step in the sale-ladder has been mounted, 
for his attention has been attracted, and it is 
now the function of the display, or some part 
of it, to arouse his curiosity. 

This can be done in a number of ways— 
for example, there may be a central item in 
the window which, by virtue of its appear- 
ance, its price, or its uniqueness, picks it 
out for particular scrutiny. The point here 
is to avoid anti-climax by seeing to it that, 
when there is a central display, the article 
or articles exhibited are really worth special 
examination, and are not merely placed 
there because they “look nice” in that posi- 
tion. One of Britain’s leading experts on 
window-dressing has expressed the view that 
nearly all the most effective windows are 
so arranged that one central feature domi- 
nates the whole. 


HOW "MOVEMENT" 
CONCENTRATES ATTENTION 


Alternatively, there may be in the window 
a display which incorporates movement—al- 
ways a source of concentrated curiosity, 
since the eye involuntarily takes in anything 
in motion. In this regard, a device suitable for 
display in a jeweler’s window is attracting 
a great deal of comment, for not only is it 
an “eye-catcher,” but it also possesses the 
merit of arousing unusual curiosity as to 
“how it works.” 

The unit is a circular mirror, displayed 
perpendicularly, on the face of which the 
article revolves in a mystifying manner, 
apparently of its own volition. Such an at- 
traction as this could not fail to concentrate 
the gaze of passerby on the article: and, 
even if the manner by which the article 
makes its gyrations does not become appar- 
ent to the spectator, its name and appear- 
ance are indelibly impressed on his mind, 
and the unit itself may easily form a topic 
of conversation in the home, the office, or 
the workshop, thus continuing the job of 
publicizing the article and the shop window 
in which it was seen. 

Another eye-catching device is a spiral 
“spring” in bright metal, with wide meshes, 
which is placed around the article to which 
special attention is directed. With no appar- 
ent motive force, it revolves around the ar- 
ticle, giving the impression that the top of 
the spring is gradually disappearing into 
thin air! By closely examining the device, 
to ascertain how the phenomenon is created, 
the particular article to which special atten- 
tion is being drawn comes under the close 
scrutiny of the passerby. 

Such devices as these, which are quite in- 
expensive, are invaluable aids to concen- 
trating the gaze in the required direction: 
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they are in good taste, and must not be con- 
fused with many “moving” gadgets which, 
although equally attention-compelling, are 
not always in good taste, or are, perhaps, 
unsuitable for the jeweler’s shop window. 


"SHOP EARLY" 
SUCCESSFULLY EXPLOITED 


I can recall a particularly effective method 
of selling through the window by the use 
of the “curiosity motive.” It was adopted 
by a London jeweler whose shop I used to 
pass before the war. I use the word “effec- 
tive” advisedly, since his “Daily Bargain” 
took me out of my way and into his shop on 
several occasions, to avail myself of the 
offer, or to make other purchases. In the 
center of the display, near the window-glass 
and just lower than eye-height, there was a 
neatly-written card, conspicuously displayed, 


—Display of simulated pearl necklaces ‘'on the 
half-shell" is the work of Erich Pischel, display 
director of Kaufhof, Wurzburg, Germany— 


sett, ES 


—These attractive and functional en- 
trance displays are part of the 
progressive sales promotional efforts 
of W. Wright Ltd., London .. . Note 
high illumination at all levels and the 
decorative, as well as functional, use 
of the burnished bullet lamps , 
This photo also supplied by Pollards 
of London— 





About the Author .. . 


Mr. Lewis is probably one of the 
best-known authorities in Britain 
on the problems of the retailer. 
He edited the ‘Business Encyclo- 
pedia in 1956 (a set of six vol- 
umes produced by Caxton Pub- 
lishing Company, and now in the 
process of revision). He was 
editor of Sales Management, Lon- 
don, from 1921-1939. Mr. Lewis 
is past-president of the British 
Sales Promotion Association. 

While it may be that British 
views, as expressed by Mr. Lewis, 
may not be wholly in agreement 
with those prevalent in the U.S., 
his impressions on display are well 
worth the thoughtful consideraticn 
of readers in every branch of 
retail selling. 











offering for sale an article which was placed 
in front of the card. This card was headed, 
“Today's Bargain,” and the article on show 
was described, its original price was stated, 
and the marked-down price (an obviously 
much-reduced figure) was plainly shown. 

One day it might be a pair of earrings; 
another, an antique piece; and still another, 
a Cigarette case, or a ring, or a watch. What- 
ever it was, the article was seldom there by 
the early afternoon, pointing the moral of the 
“early bird.” In its place, supporting the 
descriptive matter and price, was another 
card worded, as nearly as I can remember, 
to the effect that “Today’s bargain has been 
sold—there will be another bargain tomor- 
row.” At no time of the year, with the ex- 
ception of the fortnight before Christmas 
and at Easter, was more than one article 
offered at a bargain price each day. During 
that fortnight only, immediately one bargain 
was sold another took its place. 

The difference between the ordinary retail 
prices and the bargain prices of the articles 


was, | am confident, far raore than made up 
by the aglvertising value of the idea, which, 
although it would be out of place in the dis- 
plays of some jewelers, is commended to the 
favorable consideration of many others, for 
a shop window which will bring people out 
of their normal way can be 
“working overtime.” It is a claim which 
cannot be made for many retail shops out 
side the fashion world. 


PUT "GRIP" INTO THE 
WINDOW DISPLAY! 


Still on the subject of focusing the interest 


said to be 


of the window-gazer on goods displayed, it 
cannot be gainsaid that the majority of re- 
tail jewelers are far too conservative in 
dressing their windows. All too often one 
sees the same set style in shop after shop, 
week in week out, and even the goods on 
show are such that shoppers who examine 
the windows from time to time see little 
change in what these jewelers have to offer 
There is none of the necessary “grip” which, 
in these days of attractive window-shows, is 
so necessary to induce casual shoppers to 
enter the shops for the first time. 

Such jewelers would do well to consider 
ways and means of making their displays 
look “different.” Everybody knows that jew 
elers have in stock such articles as rings, 
watches, jewelry, silver goods and china 
Let the public see the unusual lines there 
are in stock, and they will pay more atten- 
tion to the windows. Such lines should find 
a conspicuous place in every display, and a 
portion of the window should be devoted to 
showing topical articles. This is especially 
important at such gift-giving times as Easter 
and Christmas, when people are often per- 
plexed because they simply cannot make up 
their minds what to buy for their friends. 

[Please turn to page 51] 


—This jewelry and watch display was created by 
Dwaine Meek Associates, freelance studio, for 
Lambert Bros. Jewelers, New York City . . . Recr 
book-shaped panels covered with mottled olive 
green felt . .. Charms and watches mounted on 
solid olive green pads with gold banding finish 
on edges Cork letters, statuette and 
stones on floor all dead white Pedestal 
wrapped and crowned with garlanding of 
adientum fern Lighting: five 150-watt 
louvered spotlights with daylight and medium 
blue filters . . . Customer response: All items sold 
out within two-week period window was installed— 
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A WOMAN S FACE can 
launch a thousand ships . . . or sell mer- 
chandise, if used effectively on a window 
background . . . Cosmetics, accessories 
and most smaller items would be _ pre- 
sented to best advantage on the ascending 
platform. 


ARTIST AT WORK 
drawing customers to your store .. 
an ideal way to educate the window 
shopper on new changes in mens 


wear stvles. 


Projections 


from the drawing board 


of Jan Ujlaki 






































SMILING SUNS are old dis- 


play cliches, but unusual variations can 
still turn the trick, especially when com- 
bined with this cardboard sail suspended 
on a slender pole ... Use the sail for 


sign copy. 
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THIS ROOSTER might just 


as easily be transformed into a Red 








Goose or Poll Parrot for a brand name 
promotion of children’s shoes, but the 
variations for any type of small mer- 
chandise are numerous ... The curved 
displayer can be of rigid clear or colored 


plastic suspended by invisible wire. 








THE GOOD OLD DAYS 


can become an ideal travel theme around 


which a variety of women’s or men’s ap- 





parel can be presented to your audience. 
Everyone is curious about what others 
pack in their luggage. Help them to 
find out. 

















COLORFUL COAT 
H A N & kK R S can become versa- 


tile props for fabrics displays of partic- 


ularly the lighter delicate materials for 
spring ... You can use them in a bal- 
anced arrangement such as shown here 
or in various positions only limited by 


your imagination. 
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Abercrombie & Fitch V. L. & A. (left) 
Arthur Wood 


While Abercrombie & Fitch V. L. & A. is well- 
known to all sportsmen, the display pictured was 
created to interest the general public as well as to 
promote V. L. & A.’s safari cloth. Men’s and 
women’s hunting clothes in the pale grayed-green 
material were displayed on two mannequins. Mr. 
Wood used raffia grass, bamboo shoots and split 
bamboo matting for a jungle atmosphere. Another 
genuine touch was the rhinoceros head thrusting 
through the bamboo back wall. This was actually a 
mounted specimen from the store’s collection. Guns 
were from its famous gun department. Miscellaneous 
merchandise—books, carved wooden elephants, six- 
foot native spears—offered gift suggestions to arm- 
chair travelers. Inside the store, motion pictures 
of an actual V. L. & A. safari were shown regularly 
to highlight the safari cloth and V. L. & Av’s safari 
; stocking service. 
<— 


peas 


No Post-Easter Display Slump 


Chicago displaymen used props sparingly but effec- 
tively to battle the traditional buying slump — and 
display doldrums — that usually characterizes mer- 


chandising activities following a busy holiday season 


Wm. Y. Gilmore (left) 
Ted Lees 


Mr. Lees made effective use of four rough-textured basketry 
forms to display soft sweaters and a capeskin jacket for spring. 
They were placed on columns made of rolled up split bamboo 
matting. The columns emerged from basket containers, one ot 
them resting on a fragment of a stone masonry wall. At the left 
a standard mannequin modeled one of the fashions. Four framed 
wire designs fitted with flowers decorated the back wall. To make 
the white fashions further stand out Mr. Lees spotlighted them trom 
above 


Carson, Pirie, Scott (left) 
Clement Bradley 


Royalty and romance were the inspiration 
for a timely wedding gown display capital- 
izing on the world-wide interest in_ the 
British nuptials. Window Display Manager 
Dick Minto showed a $165 copy of Princess 
Margaret’s dress. Lighted boxes at each 
side of the window displayed veils, gloves, 
rings and other accessories, as well as photos 
of the royal bride. At the front of the win- 
dow, the words, “New Now,” were silhouet- 
ted in large cutout letters. 
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Chas. A. Stevens (right) 
Harry Jupp 


To combat the usual post-holiday buying 
slump, Stevens’ staff worked out a store-wide 
California promotion that was spread over a 
two-week period. In the window shown, 
fashions appropriate to sophisticated San 
Francisco were modeled against a painted 
hardboard replica of that city’s famous cable 
cars. A patio setting with pool and fountain 
was built inside the store for special fashion 
shows. With the help of Stevens’ California 
buying office, merchandise from almost every 
department in the store was displayed during 
the period. 


In Chicago 


By RICHARD DAY 


Marshall Field (right) 
Virginia Paxson & Staff 


Catchy wording of window signs is a Field's window display 
trademark. Here the sign, “We go along with the tide ... to B. H. 
Wragge’s special look for summer .. .” happily tied together 
elegant designer fashions and a rugged fishing vessel setting. The 
atmosphere was created with a weathered oak helm and a wooden 
ship’s rail, both on a deck ot wormy cypress planks. Manila rope 
rigging stretched overhead complete with pulleys and block and 
tackle. Seagulls appeared to fly around the setting. This window 
was one of a series of five. Later, playclothes were used in the 
same display setups without the signs. 


Saks Fifth Avenue (right) 


Joe Kreis 


A national magazine's “designer of the year” 
award touched off a display of designer dresses. 
Mr. Kreis kept the props simple, using only a 
tall screen of chicken wire and molding and an 
urn filled with ferns. Three summer cottons 
with the typical Anne Fogarty touch were shown. 
The designer's name was prominently displayed 
on a banner fastened to the screen, and again 
on the window’s sign. A copy of Sports Illus- 
trated and a tearsheet of its designer award ar 
ticle were explained by a sign proudly proclaim- 
ing the distinction won by “SFA’s own Anne 
Fogarty.” 
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—Winners of top three awards in Caliente (San 
Diego) Kentucky Derby Day window display contest 
pose with race course director, ‘Kentucky Colonel’ 
and “Southern Belle." . . . Left to right, they are 
Thomas J. Saw, displayman for Whitney's (third 
award); John S. Alessio, Caliente director; ‘Colonel’ 
A. C. Rust, model Larrell Hutson, Glenn Kickel, dis- 
play director for Hafter-Haggoarty's (first prize); and —Two of the top awards of the Adver- 
—First Lieutenant Janet McManus, as- Glenn Stinson, display director for Sears, Roe- tising & Sales Club of Seattle were won by 
sistant WAC procurement chief, First buck (second prize). Forest Interiors Corporation of that city for 
U. S. Army Recruiting District, inspects their dealer display and product package 
WAC travel display on exhibit at Arts design of Stain Drops, a new water-soluble 
and Graphic Center, New York City stain in tablet form .. . Here, John F. 
.. Props were made available through Leutzinger, left, president of the company, 
the courtesy of the Public biletions Photographs for on the paint from Robert L. se 
Section, American Export Lines .. . — = always wel- of the Robert L. Rogers Company, pro- 
SP6 Everett G. Peterson, artist illus- oor s ey a, ducers of the display and package— 
trator, First U.S. Army Recruiting Dis- mer tHe otter. Address 
trict, assembled this unique travel ex- them to Editor, DISPLAY 
hi bit— WORLD, Cincinnati |. 








—Silvestri Studio,, Hollywood, recently held open house for approximately 100 displaymen to celebrate the opening of their larger and 
elegantly remodeled showroom . . . Several of the guests are shown here enjoying the festive occasion . .. At top left (left to right), Ray 
Fertig, western display director for Foreman and Clark; Roland Silvestri, Paul Due, display director of Desmond's downtown store; and 
Fred Sheffer, display manager of Desmond's Seventh street store, swap questionable tales of deep sea fishing . . . Top right, same order, 
Miss Jane Shaler, director of fashion at Ohrbach’'s; Stanley Thompson, west coast display director for May Company stores; and Miss 
"Gabby" von Kahrs, freelance fashion consultant, swap the latest display gossip . . . Bottom left, the perfect host Mario Silvestri, left, 
listens without comment to how Mel Keith, display director of Phelps-Terkel stores, can have a six handicap in golf and consistently shoot 
par... Bottom left (left to right), Leo Weyman, father of display in Southern California and now sales manager of Silvestri Studio; 
Frank Behring, display director of Sears, Roebuck-Los Angeles group; Mrs. Behring, Harold Kelly, display director for all Desmond's stores; 
and Roland Silvestri . . . Mr. Kelly had just received word that his son had received an appointment to Annapolis— 
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THE MODERN MERCHANDISING SYSTEM 


Up to 3,126 records in less than 9.2 sq. ft. of floor space! 
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All-chrome frame 


Two perforated 
display panels, 
58° x 48° 


19 LP and 34 
45-RPM chrome 
record holders 


MODEL VMU-222 


DARLING'S VIZUSELL RECORD MERCHANDISER 


One of a Complete Line of Gondolas for Every Merchandising Purpose 


* Visewse tf 


YOUR ONE COMPLETE SOURCE FOR FUNCTIONAL DISPLAY AND MERCHANDISING EQUIPMENT! Distributors in All ‘ Principal Cities 


L.A. DARLING COMPANY 


Bronson, Michigan 


! * oe o 
NEW YORK CHICAGO LOS ANGELES PRES! Write for St-page we 


47 W. 34th St. 222 W. Adams St. 1818 S, Fiower St. Catalog No. 450! Now! > 


L.A. DARLING COMPANY, Dept. 75D, Bronson, Michigan 
Piease rush your new Vizusell Catalog No. 450. 





Name_. 


* Viz-U-Bilt uprights, brackets, attachments and complete units such as the Record wepay 
Merchandiser are part of Darling’s Vizuseli merchandising system — fully pro- Street 
tected by U.S. Patent No. 2,744,714 and Canadian Letters Patent No. 535,513. Cit 
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IT’S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 

& DISPLAY MATERIALS 


For Windows and Interior Store Display 





American Fashion Museum 
i646 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period eutfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. R. D. G. A 


y* L. A. Darling Company 
DARLING | Office and Showrooms 
TA 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 


Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





Miya Company, Inc. 
373 Fourth Ave. LExington 2-4866 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 








Arts & Flowers Displays, Inc. 
{Air Conditioned} 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626| 
Outstanding Display Novelties in Paper, Wood 
ond other materials. Facilities for special 
promotions for department and chain stores. 





Interesting imports from Europe and the Orient 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 





BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 
Mfgrs. & Importers of Artificial Flowers 
Novelties & Natural Foliages 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 





Butler Paper Co., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 
Headauarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 


Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


New Style Studio 
58 East Iith Street GR 5-3777 
HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 
MANNEQUIN REFINISHING 





Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 


MECHANICAL SANTA CLAUS’ — 
PILGRIMS — CLOWNS 


For Sale or Rental 


FLAIR 


MANIKINS 


CO 5-6023 





15 W. 18th Ch 3-3626 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 





Royal Tinsel, Inc. 
42 Greene St. WO 6-5733 


MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 
Send for Free Color Card 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 47165 

MANNEQUINS 


and Promotional Displays 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 


MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





David Hamberger, Inc. 
136 West 3ist St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 








The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


- 
Cc Hi a ¢ Display Co. 

293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 
Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


Louis S. Morgen 











Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Covered Wagon Movers 
168 Bleecker Street AL 5-17868 


Special Handling — Uncrated Displays 
Round the Clock Service 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





Madisonia Manikins, Inc. 
New York — 152 W. 25th St. —CHelsea 3-1550 
Chicago— I! S. Desplaines—DEarborn 2-6818 
MANIKINS — RENTALS -—— REPAIRS 


America's Largest Manikin Refinishers 





Tero, Inc. 
Factory and Showroom 


153 W. 23rd St. CH 2-7344 
Monufacturers of Finest Quality 


MANNEQUINS 





Ben Walters, Inc. 
156 Seventh Avenue AL 5-1500 
Chain Store and Custom Displays 
DIP IT — DRAPE IT — SHAPE IT MEDIA 
ANGEL HAIR — BUBBLE MACHINES — 
PENDANTS — SNOFOME 





Maharam Fabric Corp. 

130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
Chicago 412-20 N. Orleans St. 

Los Angeles 1113 S. Los Angeles 
John Tucker Mertz Studio 
449 Amsterdam Ave. TR 3-3440 
“OLD PROS UNDER A NEW NAME" 
Nothing on the Shelf — Original 
Displays strictly to order 








D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 


$@ DISPLAYS 
Your Budget is Our Business 


434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 











Metropolitan Mechanical Display Co. 


50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 





SAVE TIME — 
DO YOUR DISPLAY BUYING 
IN NEW YORK CITY 





The opportunity is yours to ‘ncrease sales and 

profits for the Fall season by dramatizing your 
window and in-store displays for this important 
merchandising period. You can do if gt reasonable 
cost and these New York display houses can supP'Y 


the necessary ingredients and at the sam time 


assist YOU with your display planning. Consult them. 





Display Ideas 


By JIM KILEY 
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Designed to SELL 


IME TO THINK of “BACK TO 

SCHOOL” displays and this sketch 

shows an easy to build perforated panel 
unit complete with an eye-catching cut-out. 
It can be cut out of wallboard with your 
trusty Cutawl and then painted in _ bright 
poster colors. It will attract attention to all 
the school accessories, etc., feature displayed 
on the panel and base. 

Many years ago, I used to manufacture 
window center pieces for a large chain of 
shoe stores and the old gentleman who owned 
the company used to visit my shop about four 
times a year. He always said the same thing: 
“Make me up a nice center piece for my 
stores ready for the coming season. Some- 
thing that will not cost too much but will 
attract all the customers passing by my win- 
dows.” 

The old gentleman never had any training 
or actual experience in display but his state- 
ment covered the main point so well. 

(B) I recently had a chat with a young 
fellow who has come up the ladder and is 
now a display manager for a large store, and 
he was complaining bitterly about an inade- 
quate display budget. However, he had not 
given the problem much study and did not 
even know what percentage of the gross sales 
were being allocated to his budget. 

My advice was to go to the manager and 
ask for a few facts and figures so an actual 
budget could be established and then he 
should try to do such an outstanding job that 
it would warrant an increase. 

This does not mean that expensive window 
displays are absolutely essential. So many 
times, a little ingenuity can go a long way 
relative to designing effective trims at a 
medium and low cost. 

This sketch is a good case in point; the 
application of some art work on a length 
of low cost giant width display paper. In 
my humble opinion these seamless papers that 
are now produced in such a wide range of 
beautiful seasonal colors are one of the finest 
display props ever invented. 

One does not have to be a Michaelangelo 
to produce effective art work on window 
background papers as indicated by this sketch, 
and they will make attractive display back- 
grounds for all kinds of merchandise. 

(C) This shows one of the oldest props 
in the business; an inside lighted shadow box 
and how it can be used in a ladies’ lingerie 
window display. 

The box can easily be constructed out of a 
few lengths of 8-inch-wide pine board. A 
number of light bulbs inserted in base outlets 
can then be wired in a series, as indicated. 
A flasher should be attached so all the lights 
will flash on and off. 

The figure should be cut out of thin black 
card and cemented on the inside of a sheet of 
pale blue paper which is then stapled to the 
front of the shadow box. 

Thus, when the lights flash on, the silhouette 
will appear to tell the bedtime gown and 
lingerie story at a glance. 

The window background can be dark royal 
blue to snap out the soft pastel colors of the 


sSUT, Fee 


gowns, etc., and the mannequin can stand on 
a base cut out of silver foil card. 

The initial cost of the shadow box will 
prove worthwhile, as it can be reused in so 
many other trims. 

(D) Another example of an attractive low 
cost window trim: cut the modern design tree 
out of a sheet of wallboard and paint a sun- 
shine yellow. Then paste small pieces of red, 
orange and brown pieces of paper in back of 
all cut out leaves. A length of 1- by 2-inch 
lumber can be used for the trunk and a few 
white pickets will complete the display. Here, 
again, a length of wide sky blue paper can 
be used for the background. 


Ken Duncan Leaves Allied 
To Head New Display Company 

Ken Duncan has resigned as display director 
of Allied Stores Purchasing Corporation to 
head Continental Displays Corporation, New 
York City, his own newly formed company im- 
porting European mannequins and display ob- 
jects. Mr. Duncan announced that Continental 
Displays has been franchised as sole sales 
agency in the United States and Canada for 
Rosa Manichini, S.P.A. of Milan, Italy, larg- 
est manufacturers of mannequins and fashion 
displays in Europe. 

He further announced the appointment of 
Zaria Displays, New York City, and Pacific 
Promotions, Los Angeles, as exclusive dis- 
tributors of Rosa Manichini mannequins and 
display products in the United States and 
Canada. Pacific Promotions introduced the 
Rosa line in Los Angeles on June 8. In New 
York, it was presented in the Zaria Displays 
showrooms beginning June 18 during Market 
Week. Both companies will have travelling 
representatives in specific territories in the 
United States and Canada. 

These new Rosa Manichini figures, which 
are made of an exclusive patented plastic 
material, are virtually unbreakable and also 
much lighter in weight than comparable 
American made mannequins. The collection 
features action figures. The fixed action man- 
nequins are uniquely styled fashion figures, 
inspired by the couturier models of the Paris 
and Italian salons. 

The flexible action figures can be put into 
any conceivable position and instantly changed 
from one position to another, thereby permit- 
ting an infinite variety of compositions. 

In addition to mannequins, the Rosa Mani- 
chini collection features boutique and acces- 
sory figures including men’s, women’s and 
children’s hands, heads, busts, etc. Many are 
covered with textured materials such as vel- 
vets, mosaic and jewelled fabrics. 

Ken Duncan has been display director of 
Allied Stores Purchasing Corporation for the 
past two years. Prior to that was director of 
display and store planning for ten years at 
Kaufmann’s Department Stores in Pittsburgh. 
He was named Displayman of the Year in 
1956. Previously, he was display director at 
Davison-Paxon in Atlanta and at Gimbel’s 
in Milwaukee and was also affiliated with the 
Bliss Display Company in Long Island City. 


for 107 in. Seamless | 
background paper 














LIST PRICE 
$3495 our oes Oriel 
$3B-95 vere Aion 


EACH SET CONSISTS OF 
2—3 Piece Poles and 7 Fittings 
| — Cross Bar 110 inches long 




















BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line" 


For Your Backgrounds 
Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


FASHION-RITE 
a 8 COLORS 


Available in 


Write for 
Free Coler Card 
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Creating Product Awareness 


Armstrong Cork company uses displays in foyer of company auditorium at firm's head- 


quarters in Lancaster, Pa., to help acquaint employes and visitors with the diversified 


products made by the company... Traffic will exceed 26,000 each year. 


—Design and function in acousti- 
ca! and decorative ceiling tile are 
emphasized in the building prod- 
ucts portion of the Armstrong dis- 
play room .. . Giant sized pho- 
tographs, cutaway ceilings and 
product samples are featured in 
this portion of the room . . . The 
boxes in the foreground invite 
visitors to test the noise differen- 
tial in those boxes treated with 
acoustical ceiling tile compared 
to the untreated boxes— 


—Some of the many products of 
Armstrong Cork Company's In- 
dustrial Division are displayed on 
these lighted tables in the new 
Armstrong Display Center ;, 
In the background of each prod- 
uct display are enlargements of 
pen and ink drawings with rear 
lighting In this picture in- 
dustrial products are displayed 
for flooring and surfacing, adhe- 
sive bonding, noise reduction and 
gasketing markets . . . In the 
foreground is a tripod arrange- 
ment with three plastic globes 
displaying the fibercork cushion- 
ing material Armstrong manufac- 
tures for the shoe industry— 


—Two sand boxes (left) on either 
side of the center of the new 
Armstrong display room enhance 
the over-all appecrance and 


RACTITIONERS of public and em- 

ployee information for industry are con- 

stantly searching for new and more 
effective means to create company and pro- 
duct awareness. In the relatively short his- 
tory of organized corporate communications 
one ot the newest and most important means 
of accomplishing this goal has been home 
office display rooms. 

Some companies have felt this method of 
providing company awareness so important 
that they have built museums and large dis- 
play buildings to demonstrate the history of 
the company, development of the products 
and the manufacturing processes in step-by- 
step miniatures. 

Multiple product companies, such as the 
Armstrong Cork Company, often have diffi- 
culty in effectively communicating the in- 
formation concerning the diversified opera 
tions and many products manutactured by 
the company. 

Armstrong, manutacturing a wide variety 
of products for home and industry, considers 
the company display room of significant im- 
portance in informing its employees and visi- 
tors about its diverse operations and pro- 
ducts. Not wishing to get into museum pro 
portions, Armstrong arrived at a solution 
that might suggest an answer to the desire 
of other companies seeking an _ effective 
means to provide company awareness. 


Accessibility is a prime factor when locat- 


decor of the room... The ing a company display room. Armstrong 
“mushroom tables are used to ' 
display new products and will be 
changed periodically for each di- 
vision's products . . . Shown here 
is Armstrong's Tessera Vinyl Cor- 
lon, a new plastic sheet flooring 
material When ceiling tiles 
are displayed the tables can be 
removed, lights placed in the re- 
ceptacies and the acoustical and 
decorative ceiling tiles will be 
floated" where lights are pres- 
ently shown—- 


placed its new display room in the center 
wing of its General Office Building in Lan- 


—This showcase (right) adjacent 
to the main room of Armstrong's 
new display center contains sam- 
ples of every pattern in the Arm- 
strong floor and building products 
lines . . . The three drums in the 
ceiling can be revolved by visi- 
tors at the push of a button... 
The drums show the many differ- 
ent styles of Armstrong acoustical 
and decorative ceiling tiles as 
they appear installed . . . The 
drawers in the foreground and 
background contain samples of all 
of Armstrong's resilient flooring 
sheet goods and floor tiles 

This room has been designed so it 
can be readily converted into a 
conference room for architectural 

and builder meetings— 








caster, Pa., making it readily available to 
company visitors and employees. Its location 
as a foyer for the company auditorium 
makes it available to any employee, company 
visitor or community visitors attending meet- 
ings or entertainment functions. 

Armstrong receives more than 26,000 visi- 
tors a year including salesmen, tourists and 
applicants for jobs. On the basis of visitors 
to the old display room, it is estimated that 
more than half of these company visitors 
will take time to enjoy a tour of the new 
display center. 

More than 30,000 people attending over 
100 meetings visit the Armstrong auditorium 
each year and pass through the display cen- 
ter to reach the auditorium. These meetings 
include conventions, sales meetings, emp- 
loyee meetings and social activities, and nu- 
merous community meetings requiring a 
large auditorium. 

The display center dramatizes in display 
form the company’s progress during its first 
century of operations as this milestone is 
being observed this year. It conveys to visi- 
tors and employees, in capsule form, the 
over-all picture of the company, its diversi- 
fied operations, products and its history. 

Completed in January, the new display 
center combines style and dignity with a 
modern effect. It is extremely flexible and 
various displays can be moved or eliminated 
entirely to make additional room. Provision 
has also been made so that the addition of 
new products will blend into the existing 
display. 

Under the direction of John Wicks, Man- 
ager of Armstrong’s Decoration and Display 
Studio, the work for the new display center 
was begun in April of 1959. To provide a 
modern functional appearance, the 53,000 
square foot room was stripped down to the 
I-beams and a charcoal grey paint was se- 
lected to cover the four walls serving as a 
background for the modern display panels. 

Being in the floor and ceiling business of- 
fered a distinct advantage to Armstrong 
when it came to selecting the over-all decor- 
ative theme. The ceiling and the floor are 
the two basic elements in decorating any 
room so Armstrong had the opportunity to 
select attractive patterns and, at the same 
time, display two new products. 

For the floor Armstrong created a new 
pattern in its Tessera Vinyl Corlon series 
which was specifically for the new display 
center. Tessera is one of the most dramatic 
advances in styling in resilient floors and 
features thousands of tiny vinyl chips “float- 
ing” in a bed of translucent vinyl. 

To provide a bright and decorative ceiling, 
Armstrong’s Golden Travertone was selected. 
Golden Travertone is a mineral wool acous 
tical material which contains actual golden 
metal flecks inlaid in its fissured surface. 

The display room was divided into five 
sections, representing the five Armstrong 
divisions—floor, building products, packaging 
materials, insulation and industrial. The 
illustrative panels were placed against the 
gray background around the tour walls. 

Several of the displays include physical 
demonstrations which can be operated by 
company visitors at the push of a button. 
These moving displays assist in showing 
various qualities and characteristics of many 
of the Armstrong products. 

[Please turn to page 43] 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY |!, NEW YORK 
EXeter 2-3890 


*T.M. 
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Working Magic With Color 


By RUSSELL D. SHAW 
Display Director 
Dickson & Ives 


Orlando, Fla. 


OLOR is the most powerful factor in 
display. The optical and psychological 
aspects otf color can be employed to the 
greatest advantage in attention, 
holding interest and, important, in- 
fluencing sales. 
No matter 


attracting 
most 
how original and beautiful a 
display is, much work is devoted to 
the wrong, it will be a 
Color is the heart of any display. 
Color in a technical form is a nerve sensa- 
tion. You could parfnt a prop in your window 
which would make a shopper turn away in 


OT he a" 


it, if colors are 


failure 


revulsion: and then paint the same prop in 
such a way that it would say, “Come in and 
buy this merchandise.” 

\ clever displayman studies carefully the 
appe al of different colors. 
They can produce various human emotions, 
There warm and 
cheertul, gay, de- 
delicate, tranquil or exciting. 


psychological 


reelings and moods 


others 


aTe 
ool colors: are 
pressing, rich, 
The emotion you aim to stimulate is depend- 
ent upon the Most 


too little consideration 


merchandise on display. 
displaymen give tar 
to the effects of color on the human mind. 

The task of the 
dithcult by the 


displayman is made mors 
fact that color is being used 
in sO many media today and people are more 
or less 
t} 


conditioned to it. Colors vie tor 


eir attention on every side. Technicolor 
movies and TV have taken preterence over 


k and white We 


highly 


hav ec bec me accustomed 


colored Iwo and three tone auto 


modern 
bi ight colors 


mobiles The home 1s a pattern of 
\ll this is thrilling but it presents a great 
challenge to the modern 
must be colortul but they 
that. There must be the 
pertect color combinations that are 
extra attractive, dramatic, inter- 
esting and subtle in their appeal. We should 

different 
stimuli of 
colors 


displayman 
displays 
must be 


ability to 
ditterent, 


beyond 


learn to mix colors which are 
to evoke the emotional 


and newness. Common can 
monotonous and tiresome 

that is, those 
called tints: dark 
ose approaching black, are 
shades Phe 


ight tones ot any colors, 


roaching white. are 
color 


scale of a gradu- 


darkest 


» | 


s trom the lightest tints to the 
shades 
harmonies 


exe rcist d 


various 


] la } 
Snouiad ve 


In using the and con 


trasts, care in selecting 


e right tints and shades. This is important 


of creating the exact effects de- 


article we 


mis 18 


illustrated by an 


It takes more than just an artistic sense to use color properly in 


display; it takes knowledge and experience with mixing paints in 


order to achieve the desired colors . . . Here is some helpful 


advice on use and mixture of many basic shades and tints 


read recently. It stated that a woman could 
see a lovely dress in a technicolor movie, or 
some unusual color combination perhaps, 
which takes her fancy. She makes a mental 
note of the fashion and color scheme and is 
clever enough to duplicate the dress. But the 
dress is a big disappointment because, where- 
as the color combination in the movie star's 
dress was arresting and eye appealing, her’s 
appeared garish and unappealing. The 
reason is that, although she used the same 
color combination as recalled it, she 
was not able to duplicate the exact shades 
or tints of the colors, and that made all the 
difference in the world. 


she 


But we are more concerned with the un- 
derstanding of how color can be used in 
merchandising: how it can attract the cus- 
tomer, enhance the merchandise and present 
the sales message. 

First of all, select the merchandise to be 
displayed, and then design a color scheme 
which will present it to the best advantage. 
This fact cannot be impressed upon you too 
strongly. Do not let a color of your back- 
ground or prop overshadow the merchandise. 

There must be harmony of color in the 
choice of merchandise. The color of all ar- 
ticles of merchandise displayed must be co- 
ordinated. It is recommended that, in the 
case of women’s wear, dresses of only one 
color be teatured in one window. 

The colors in the artistic part of the dis- 
play must always harmonize with the colors 
ot the merchandise. However, a color in the 
merchandise should not be matched exactly 
the prop and background 
should be a little lighter or darker. 

Two shades of the same color are effective 
tor a simple color scheme, but the best com- 
binations are those obtained with 


the color 1n 


three 
colors. 

Keep in mind that color sensations can 
produce physical reactions. 
yellow, red and purple are “warm 
and green and blue are “cool colors.” A 
person feel cold in a blue room and 
warm in a yellow room, yet not realize that 
colors are responsible for the sensation. This 


even (range, 


colors” 
can 
is Why cold blues and snow scenes are good 


backgrounds for 
stimulate the 


displaying winter coats; 
feeling of “cold” and the 
idea of a warm winter coat 1s attractive in- 
deed. 


you 


And by the same reasoning, a lot of 

warm yellow is good for a bathing suit win- 

dow. 
Silver combines 


attractively with cool 


colors and gold is best when combined with 


red, yellow and other fall tones. Bronze 
lends richness to color schemes for fall. 

There are decided personal preferences and 
dislikes for certain but tests have 
revealed that some generally have 
high preference ratings, some, extremely low 
ones. The preference rating varies accord- 
ing to changes in hue. Magenta red, for ex- 
ample, is very popular as a pure color, but 
becomes unacceptable when diluted with 
white. Green-yellow has a very low prefer- 
ence rating. A pure orange-red has a very 
low rating but when mixed with white, and 
thus converted into peach, it gets a 
preference rating. 


Cé yi rs, 
colors 


high 


In general, men prefer deep shades, and 
women show a greater preference for deli- 
cate tints. The neutral colors are not offen- 
sive to either men or women; neither do 
they evoke an emotional response. 

Associations radically change color pref- 
erence ratings. For example, a great per- 
centage of people show preference for a 
specific green when associated with a vaca- 
tion; the same green its preference 
value when associated with a food product 
Colors of the peach-pink family receive in- 
creased preference rating associated 
with cosmetics, and drop when associated 
with hardware. Orange-red, which has one 
of the lowest preference ratings, increased 
in favor when put into the kitchen on stool 
covers or utensils. 


loses 


when 


You can readily see that 
the selection of the correct color in relation to 
the type of merchandise on display is very 
important. 

Color can be used as a tool to accomplish 
the three major objectives of a display: at- 
tract attention, hold the interest, and sell a 
product. 

The color to attract should be a vivid one 
and used at the focal point. The colors in 
the remainder of the display can be of a 
high preference, pleasing in nature. For ex- 
ample, you could have a spot of comple- 
mentary brilliant yellow as the color which 
attracts, and blues of soft or varied tone, 
which will hold the attention, once gained 
by the splash of yellow. A green window 
could have a brilliant magenta red point 
of attraction. The warm colors have greater 
visibility and attraction power. 

An important source of color “know-how” 
in display is current fashions. Every season 
certain colors are in favor and you should 
study the fashion books in advance to ac- 
quaint yourself with the colors which are 
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and plan your color 
display manu- 
facturers are so conscious of the importance 
ot color that some of them are now bringing 
swaths of various textiles, leather goods, etc. 
ot the colors to be featured in the coming 
season, and their foliage and props are keyed 
to the tashion colors. 

Latex paint has opened up new avenues in 
the use of color to enhance merchandise that 
have never betore been possible. After ex- 
perimenting with many paints over a period 
varnishes and the 
it was found that 


going to be in vogue, 
schemes accordingly. The 


of many years—lacquers, 
most expensive oil paints 
latex paint possesses certain qualities and 
makes possible effects not possible with any 
other type paint. It is ready for use without 
thinning, or you can add water to thin to 
the desired consistency. 

[It is a paint with a synthetic latex rubber 
plastic base that provides a velvet-like scrub- 
bable finish and is most durable. The basic 
colors are not pigments but chemicals per- 
tected in a laboratory. It dries to touch trom 
It is a sealer within itself, 
so no sealcoat is needed. It clings to any 
surface, even to manzanita trees, and will not 
peel off. You can spray over another en- 
tirely different color, even black, and cover 
it completely with one coat. Latex paint has 
no disagreeable odor. 


20 to 60 minutes. 


In order to execute desired color schemes, 
especially unusual ones, and to properly 
match merchandise colors, a knowledge of 
how to mix paint colors is necessary. Follow- 
ing are instructions and the procedure to fol- 
latex paint: 
one quart each of the deep, rich 


low in mixing paint colors using 
Purchase 
| Please turn to page 18 | 
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SHOW CARD AND POSTER MACHINE 


Ae Feats | SPEED----SIMPLICITY 
Se LOW OPERATING COST----LONG LIFE 


MODEL “M" "3!" 


With new ‘Magnetic’ type 
lock up. Greatest advance- 
ment in sign machines within 
last 25 years. SPEEDS UP 
OPERATION) and provides 
complete flexibility of type 


arrangement. 
WwW Psi v7 


MODEL 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. 

Many national chains have 


from 50 to 500 or more Sign- 
press machines in use. 


MADE IN THREE SIZES... 


FIELD'S Smart New-- / 


They’re Reversible 


MODEL M-1422— 14 x 22—Patents applied for 


WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX G-144, ADRIAN, 


MICH. 





BRILLIANT 
TARNIS 
PROOF 


1960 
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Unmatched for brilliance . . . unequalled for 
sparkle... and now, TARNISH-PROOF to 
protect its lustre after continual esponure. 
Potters Silver Glass Tinsel — the truly e 
nomical tinsel for all your applications. I 

a brilliance and sparkle that lasts indef- 
initely, use Potters Tarnish-Proof 

Glass Fina. In sizes from 10 ~ 50. 








—A definite crowd teaser and pleaser was this 
attractive lingerie display during Spring Bridal 
Week at Joseph Spiess Company, Elgin, Ill. 

Behind a three-panel decorator screen an unseen 
mannequin appeared to be disrobing, her hand 
and lingerie appearing above the screen 

Other lingerie articles in yellow and white were 
strewn in organized confusion on dressing room 
turniture in the window ... Charles W. Schearer 


is the imaginative display manager— 
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—Photographs of 34 pharmacies from all over the 
globe were presented in this display arranged for 
National Pharmacy Week by Pharmacist George 
Hauschild for Ruppert’s Pharmacy, Lincoln, Neb. 
. .» The theme "All Over the World, the Pharma- 
cists Work Toward Better Community Health" was 
explained on the panel at center .. . It involved 
more than six months of planning and correspond- 
ence to obtain the necessary photographs and 
information— 


—Oriental influence was evident in this floral display 
by John H. Tumminello, display director for Stew- 
art's, Baltimore, to publicize the store's Spring Flower 
Show and the fact that a representative of the 
artificial flower manufacturer would be on hand at 
the store to assist customers in arranging their 
flowers . . . Lighting was diffused behind an ellipti- 
cal panel at the rear in addition to appropriate 
spotlighting . . . The frame of a Japanese umbrella 
created an interesting effect— 
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CREATING PRODUCT AWARENESS | 
[Continued from page 39] 
Sound slide films enclosed in a projection 
box and operated by a button have also been : 


used in several areas to enhance the over-all 
display. These have been especially useful 
in demonstrating colorful decorating ideas pase 
in actual room settings and showing installa- ay t en uy 
tions and applications of various Armstrong 
products. 

In the center of the room are two trian- 


gular displays, facing each other, which will 
be used for announcements during conven- 
tions and for new product displays when | 


conventions are not scheduled. 
On the opposite sides of these center dis- 


* 
plays are two triangular sand boxes with a 
Japanese combed effect traced on the sur- | IONn-S | 
face. The sand itself was provided by the 


Armstrong plant in Millville, N. J., where it 
is used as a basic ingredient in the manu- 


facture of glass containers. a Nn r 
To one side ot the sand boxes are con- 


tinuous operation water fountains which lend 
an attractive decorative effect. The pebbles 
in the bottom of the fountains came from 
Omaha Beach, France, and are used in the COVE rs 
Armstrong Floor Plant in Lancaster to 

grind paint pigments. 

Green ferns and bamboo sprouts have 
been included to enhance the display fea- 
tures. These plants will be changed accord- — 
ing to the seasons of the year, and white — . 
azaleas are being used this summer. | [Pre 

White plastic “mushroom” shaped ash- | 
trays, rae tables and indirect lighting @ The dress that stays on 
fixtures were also designed especially for the | the hanger looks and 
new display room. sells the best 

To provide greater flexibility, the mush- | e Non-Slip Hanger Covers 
room display tables can be removed and be ft all h fact! 
replaced by floor lighting. Presently, sam- | ve angers perrectiy roe 
ples of new sheet flooring material are dis- | | @ The only non-slip hanger They absolutely, positively pre- 
played on the tables and are lighted by | covers sold and cata- vent any garment from sliding or 
floating’ overhead lamps. When acoustical | logued by leading dis- falling off the hanger no matter 


ceilings are displayed, lights will be placed lay iobbers throuahout 
in the table receptacles and the ceiling sam- Sic aeladea 9 what the neckline or fabric 


ples will be “floated” from above. 


Commenting on the new Armstrong dis- | Colors: White, Pink and Charcoal ee Price: $8.50 per 100 














play room, Mr. Wicks said that this was the 
first time that the entire Armstrong story 
had been told in one spot. He added, “The | : 

display room, as a means of creating com- | Samples on iyi qa PLASTICS IN 
pany awareness, is gaining new importance | request. « 


and recognition throughout the country. It 





is a simple, easy, and effective way to tell | Jobbers' Inquiries Manufacturers and Molders of all types of Shipping Hangers 
the stranger a company’s entire complex | Invited 
story in one room through informative, phy- | 
sical demonstrations.” 

Major suppliers tor the new Armstrong 
display center were: large color transparen- 
cies, Panorama Color, Hollywood, Calit.; antique " ENC URN P N l, Ss’ 
special effects in plastics, Speck Plastics, COPY . FR H. with, HA D E 


Nazareth, Pa., metal shaping for intricate 
display areas, Electronic Equipment Testing, 
Lancaster, Pa.; and black and white picture ee : 7 REINFORCED FIBERGLASS! 
enlargements, Rik Shaw, New York City. ‘ —. + 
will not collapse ... strength of metal 
SOURCE SERVICE 


If in any of the illustrations in DIS. SEND CHECK : | Light-weight and WATERPROOF 


PLAY WORLD you see some property, eee ee ) 
fixture, mannequin, or other display PURCHASE Or a with a bowl-like center to hola water 


equipment which interests you particu- MONEY ORDER y P OQ! ; 

larly, we will be glad to supply you with \2 HIGH> 23 WIDE 8 SQ. BASE ¥4, THICK, 
the source from which it can be ob- ee 
tained. Just address your inquiry to the 


Lochwitecmmesseen | ZAFERO STUDIOS 925 ARCH ST PHILA,7 PA. $ 29° Seach 





24 W 30th St., New York 1,N.Y¥. — MU 4-5680 
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THE ROLE OF WINDOW AND INTERIOR DISPLAY AS A SELLING MEDIUM IN RETAILING 


FOREWORD 


This state 
and ex- 


HE role of display is to sell. 


ment seems crisp, definitive, 


pressive, but it tells far from the complete 


orv. Yet. 


number of supposedly well-intormed authors 


it is rather surprising to see the 


who have accepted this statement as final. 
that “the selling 
(is) the sole reason 
why a display design is produced.” Natasha 
Kroll points out that “display is one ot the 
most useful and powertul 
retailer possesses to aid him in his job of sell- 
Although statements of this 
nature seem true, they are so obvious as to 
trite naturally displays 
task, residual 
on for all marketing activities. 


Talmadge 
function of our work... 


Reginald says 


instruments the 
ing more goods.” 
selling is 


sound 
ultimate just as it is the rea- 
But this by no means negates the existence 
of many important functions leading to and 
making possible the final sale. It is the pur- 
pose of this essay to attempt to identify and 


discuss the various aspects of the functions 


{ display and to show how, through such a 


framework, the role of display as a selling 
medium in retailing is clarified. 

Nearly all study being carried out today 
marketing is em- 


Individual cases are studied, 


by scholars in based on 
pirical evidence. 
attempt is made to generalize trom 
Although this method has its advan- 
tails to 
those 


and all 
them 

solutions 
othe r 


arrive at 
from 


tages, it orten 


consistent with derived 
studies 
In the author 


functional approach in an attempt to 


present essay the uses a 


review 
the activity of display trom tresh 
point. The aim 1s to work toward a 


prehensive theory of the functions of display, 


V1Iew- 
COT 


» construct a framework which will include 
within its all individual The 
common structure thus created will provide 
a sorely needed meeting ground tor all fu 
ture study in the field of display; 
impetus to the 
inderstanding 


scope cases. 


it will give 
search for a more complet 
of display 


THE FUNCTIONS OF DISPLAY 


The retailer has tour methods at his dis- 
posal tor communicating with the consuming 
public: personal selling, sales promotion, ad- 
ach 


purpose oO! 


vertising, and display ot these media 


. , ‘ 
is employed tor the achieving 


44 


By EDWARD VAN ROY 


Bi. 
Sa 





During the school year which just 
ended, the N.A.D.!. sponsored an es- 
say contest for college students on the 
subject—“The Role of Window and 
Interior Display As A Selling Medium 
in Retailing.” The winner was Ed- 
ward Van Roy, a senior in marketing 
at Clark University in Worcester, 
Massachusetts. Mr. Van Roy received 
his Bachelor of Arts degree in Busi- 
ness Administration from Clark, June 1. 

The prize was $500.00 in cash. Pre- 
sentation to Mr. Van Roy will be made 
during Market Week at the Hotel 
New Yorker. 

Mr. Van Roy’s scholarly effort con- 
tains several points of view and com- 
mentaries concerning display’s role 
that make worthwhile reading. We 
therefore present his paper for publi- 
cation in full in this and three subse- 
quent issues. Its appearance in printed 
form will assure that it becomes part 
of the annals of the trade to which 
display buffs and researchers of the 
future may refer. 

Congratulations are extended to you, 
Mr. Van Roy, for this excellent con- 
tribution. 











sales, and each has characteristics of a dis- 
tinctive this 
personal selling is the most efficient in 
adapting itself to the individual consumer: 
advertising is capable of reaching the largest 
public; display can reach the greatest num- 
ber of consumers at the point of purchase. 
\ll the media carry out the same functions, 
their charac- 


nature in striving for end— 


hut, due to the differences in 


? 
teristics, each emphasizes different functions 


and 


utilizes distinct techniques of commun- 
ication. 


The functions carried out by these media 
are an inherent part of them. Whether the 
retailer intends it or not, his display will 
create a response along certain lines from 
every viewer. Each viewer will be influenced 
in his attitudes and preferences toward the 
product displayed, the store displaying it, 
and the shopping area in which the store 
is located. The viewer's response may be 
either positive or negative; his judgment will 
be swayed either favorably or unfavorably 
toward the product, the store, and the shop- 
ping area. 

The purpose of this essay is not to suggest 
techniques for measuring the force display 
exerts on the consumer but rather to deter- 
mine in what ways, along what lines, it in- 
fluences demand. The functions of display 
are the determining factors; an analysis of 
these functions will uncover the direction 
of the influence on the public. The response 
sought by display—its functions—are listed 
on the following page here. 

The tunctions of display outlined here are 
only set down in summary form. Each 
function will be defined and analyzed in- 
dividually on the following pages. 


FUNCTIONS OF DISPLAY 
Stimulate Demand 
Emotionally 
(a) create an impulse 
(1) original impulse 
(11) mnemonic impulse 
(b) reinforce an impulse 
(c) reinforce a habit 
Rationally 
(a) merchandise 
1) price line 
(11) style trends 
(111) variety-width and depth of stock 
(b) services 
Stimulate Traffic 
Differentiate merchandise 
(a) ot the store 
(b) of the shopping area 
Differentiate services 
(a) ot the store 
(b) of the shopping area 
Facilitate Sales 
1. Rapid communication of information 
2. Accurate communication of informa- 
tion 


(Continued in the next issue) 
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New Officers, Directors 
Elected by POPAI 

At the Board of Directors’ meeting held 
during POPAI’s Third National Members’ 
meeting at the Mayflower hotel in Washing- 
ton, May 14, the board unanimously elected O. 
H. (Bob) Stark, vice-president-sales-manager, 
Snyder & Black & Schlegel, Inc., White 
Plains, N. Y., as Chairman of the Board; 
Richard H. Dickson, Jr., president, Indiana 
Wire & Specialty Company, Inc., Indianapolis, 
Ind., as president, and Harry Fenster, presi- 
dent, I. Fenster & Sons, Inc., Brooklyn, was 
re-elected to his llth term as treasurer of 
this association. 

At the members’ annual business meeting 
held earlier that day, eight members were 
elected to the board of directors. They are: 

William D. Caddell, president, Thomas A. 
Schulty Company, Inc., Morton Greve, IIL; 
Leo Fidler, president, Timely Service, Inc., 
Brooklyn; Joseph F. Kulcullen, manager, 
Display Div., Container Corporation § of 
America, Chicago; Samuel Krebs, president, 
Copeland Displays, Inc., New York City; 
Harry G. Mazur, secretary-treasurer, Display 
Corporation of America, Philadelphia; Rob- 
ert B. Pennington, Jr., president, Merrick 
Lithograph Company, Cleveland; A. A. Stie- 
ger, president, Tel-A-Sign, Inc., Chicago: 
and Sheldon M. Wengel, manager, Display 
Motor Div., Hankscraft Company, Reeds- 
burg, Wisconsin. 

Re-elected to the board were: 

Carl Bergmann, president, Palmer Asso- 
ciates, New York City; Paul Godell, director, 
Point-of-Purchase Div., The Gugler Litho- 
graphic Co., Chicago; Robert J. Leander, 
president, Chicago Show Printing Company, 
Chicago; and John R. Webb, executive vice- 
president, Inland-Magill Weinsheimer Corp., 
Chicago. 


Pastel Plastic Sheets 
Have Display Interest 

Cast Optics Corporation, 123 Newman street, 
Hackensack, N. J., has introduced a new line 
of unusual California pastel colors, supple- 
menting its present wide variety of Evr-Kleer 
cast acrylic plastic sheets. Their exclusive 
pastel colors will afford the point-of-purchase 
display manufacturer an opportunity to offer 
his customers a spectacular “new look” con- 
cept in counter displays. 

These colors were developed by Dr. William 
Elsworth Chapman, outstanding color spe- 
cialist and president of Cast Optics Corpora- 
tion. All colors are guaranteed weatherproof 
and colorfast. Samples upon request. 


oe 


Little Theatre Shows 
Cartoons to Children 


The new. Little Palace Theatre, designed 
primarily to entertain children while parents 
are shopping, is now available for outright 
purchase by supermarkets, department stores, 
etc. It is constructed of durable, long-lasting 
aluminum, with built-in automatic self-starting 
projector. It has a large 21 by 27 inch screen. 

Color film, with sound, completes two car- 
toons in approximately 15 minutes. The the- 
atre is approximately 4 by 8 by 6 feet and 
can seat 25 children. For complete informa- 
tion write to Setlich Sign Company, 1788 N. 
Lindbergh, St. Louis 32, Mo 
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Packed: 20 Sheets to the Carton 


Contact Your Local Jobber 


or Write Direct to... 
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mALBAR ya Wa A CHICAGO: 412-20 No. Orleans St. 


LOS ANGELES: 1113 So. Los Angeles St. 
en oon en Beek © Benen, | 








AND DISPLAY COMPONENTS 


DESIGN and BUILD | 
ATTRACTIVE DISPLAYS _ | 
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QUICKLY AND ECONOMICALLY 
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From a 1” x 2” furring strip 
L, : | M EK R toa 12” x 12” Timber. 


Masonite Cut to your specifications by one of New York’s 
Celotex LARGEST and most DIVERSIFIED Lumber Companies. 


© FAST SERVICE e 





Mouldings 


Homasote T U L N Q— vy & seeetaeie INC. 


Plywo 
y od 17 Ridgewood Piace Brooklyn 27, N. Y. 
Up son Board GLenmore 5-414] 


There are more Special Items in this MODERN Lumber Yard than in any other in New York 

















FLASHERS 
Since 1900 


Force Attention, Increase Advertising Value 


355 RIVER ROAD RIVER GROVE, ILL. 








—This animated display appears on the 
front side of a basic display unit YOUR BEST BUY! 
developed for Sherwin-Williams Com- nee 
pany by W. L. Stensgoaard and Asso- 
ciates, Inc., Chicago . .. A series of 
house silhouettes rises from the open 
can spelling out the features of the 
paint being promoted .. . The basic 
unit is composed of two panels of per- 
forated hardboard separated slightly 
so hooks can be inserted at different 
positions on either side without showing 
ee through . . . All sorts of adaptations 
go are possible with the combination of 
the perforated panels and the adjusta- 
ble metal stand with the wide shelf 
for either merchandise or dimensional 
display pieces— 








—Hiram Walker combined an old fashioned cart with new fashioned hard-sell impact in 

this eye-catching floor merchandiser during the observance of the distiller's 100th anni- 

versary . .. This unit won an award for Einson-Freeman, Long Island City, designer and 

manufacturer of the display, in the 1959 contest conducted by the Lithographers and 

HIRAM WALKS Printers National Association— 
Canadian € bith 


MARAT? 


The P-O-P Parade 


> 
ay” >> 


ost »* 
wat 


—Johnston Candy Company, Milwaukee, bypassed the traditional yr — 
‘beautiful girl’ for more sophisticated art theming in its new series : a 
of window display materials for Valentine's Day . . . Created and a 


\4 
3 
x 


\ 


produced by Frank Mayer and Associates, also of Milwaukee, the 
series combines clean, modern line treatment with brilliant silk 
screen coloring . . . The cards measure 23 by 36 inches and are - on, 


scored to fold into shipping cartons with merchandise— 


Pe gs 
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—B. F. Trappey's Sons, Inc., New Iberia, La., has scored 
a noteworthy success with its national promotion of Mexi- 
Pep pepper sauce via this captivating Mexican donkey 
floor stand manufactured by the Fibre Drum & Corrugated 
Box Division of Continental Can Company . . . Sales and 
comments have far exceeded expectations . .. It was the 
first attempt at point-of-sale merchandising with a display 
piece by the firm— 
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Marcus Heads Fixture Division 
Of Ivel Corporation 

Leslie Levi, president of Ivel Corporation, 
has announced the appointment of M. Richard 
Marcus as vice-president and general manager 
of the company’s newly established Store Fix- 
ture Division. Mr. Marcus has, for the last 
15 years, with Sivakoff & 
Miner, store fixture manufacturers. 

The new division of Ivel Corporation will 
present the first line of its kind ever to be 


been associated 


— M. Richard Marcus — 


Ivel has been 
leading de- 


shown by the firm. Heretofore, 
known as one of the country’s 
signers and manufacturers of exhibits, inter- 
iors, models, fixtures for meetings, and 
similar selling and merchandise equipment. 

The company boasts of the most up-to-date 
production facilities in the field. Woodwork- 
ing, electrical, sculpture and other departments 
are arranged on a single floor level to assure 
economical and rapid flow of production. This 
model plant makes it possible for Ivel to ex- 
pand readily into the additional lines called 
for by store design, interiors, displays and 
fixtures. The new Store Fixture Division 
which is headed by Mr. Marcus represents a 
major step toward diversification for the 
firm. 

Mr. Marcus, 
in the store fixture 
many heavy trafhec 
merchandising firsts. 


sales 


himself, is a well-known figure 
field. He is noted for 
installations and “retail 


New Stencil 
Employs Felt 

A new stencil roller being marketed by 
Bayberry Products Corporation, Stamford, 
Conn. Carrying the trade name Stencil-Matic, 
the new type roller has proved a boon in 
shipping rooms where it is finding increasing 
uses in stencil-marking all conventional types 
of boxes, crates, cartons and in dozens of 
other packaging and shipping applications. It 
may have certain application in display for 
special signing or decorative effects. 

Basically, Stencil-Matic consists of two 
superimposed rolls three-inches-wide and 
mounted in a sturdy die-cast frame. An at- 
tached handle makes for easy operation. Per- 
fect contact and even inking are assured at all 
points because of the pliability of both the felt 
and rubber rolls, and because of an automatic 
adjustment in the shaft of the rubber roll 
made on contact with the stencil. 

No matter what surface to which the stencil 
is applied, the new roller has been found to 
operate perfectly with no need for adjustments 
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perfect combination for 
refreshing new displays .. . 


VICRTEX V.E.F. FABRICS 


—-PLUS YOUR IMAGINATION 


glowing colors and deep-sculptured patterns create moods of 
luxury, excitement to flatter and complement merchandise displays. 


leather, 


Vicrtex’ 
warmth, 





Patterns that simulate wood paneling, raw silk, grass cloth, plus 40 
others will stir your imagination to new heights 

Practically indestructible, VICRTEX V.E.F.* fabrics won't chip, crack 
peel or fade — stain, soil and flame resistant wipes clean with a damp cloth 
Reusable; will last for years. 


Write today for swatches, prices, descriptive literature. 


L.E. CARPENTER & COMPANY 


356 FIFTH AVENUE @ NEW YORK 1 @ Phone: LOngacre 4-0080 


*Vinyl 
electronically 


fused 








ite Light .» BUT DRIVES %” CROWN 


STAPLES IN 4 LENGTHS FROM %«” TO %” 


HANSEN T8)T TACKER 


* Weight only 1% pounds 
% 4 Staple Lengths 


USES 3%” CROWN STAPLE! 
This new HANSEN TACKER 
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$ 


drives a %” crown staple, 
which gives good holdin 
power on displays, fabrics i 
many other applications. Fea- 
tures include quick opening r 
front, flush jaw for close N 


quarters; drives %&", 4%", %" 
é, WRITE TODAY for further details. 


‘, and 3%" long staples. 
A. L. HANSEN MFG. CO. 


5041 Ravenswood Avenue, Chicago 40, Illinois 


ne 














Display 
World 


The International Display Authority 


The 


DISPLAY WORLD Service 


SERVICE 
BUREAU 


Bureau will 


be glad to supply the latest authentic informa- 


tion about 
which you are interested. 


anything in the display line in 
If you do not find 


your needs listed on this blank, write a sepa- 


rate letter. 
you want on file, we'll find out for you. 


If we do not have the information 
Avail 


yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 
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Air Brushes 

Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 
Display Racks 
Enlarging Projectors 
Fabrics and Trimmings 
Fiags and Banners 
Float Decorations 
Foils 

Glass Sun-fade Tint 
Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 

Mouldings 

Natural Foliage 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Plywood 

Price Cards—Tickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Screens, Display 
Show Card Colors 
Show Cards 

Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—Card Holders 
Signs—tElectric 

Sign Printing Machines 
Sleeve Forms 

Spray Paints & Finishes 
Store Designing 

Store Equipment 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Veneers (Imitation) 
Wall Board 


Window Lighting 


Do you wish a copy of their catalogue? 
| Do you plan to remodel your store soon? 
Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI 1, OHIO 


Display Manager 


Street 
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WORKING MAGIC WITH COLOR 


[Continued from page 41] 


colors for tinting, made with latex, and tour 


latex white. The deep colors 


available in quarts are as follows: 


No. 1. Deep Green 
No. 2. Deep Brown 
3. Deep Red 
4. Deep Yellow 
5. Deep Blue 
6. Deep Black 
7. Deep Chinese Red 
8. Burnt Sienna 
9, Burnt Umber 
No. 10. Ochre 
No. 11. Raw Umber 
No. 12. Raw Sienna 
Stir up a gallon of white with a paddle to 
mix the latex vehicle which is on top and 
the heavy white pigments which are nearer 
the bottom of the can. Pour one quart of the 
into an empty gallon can. It 
you wish to mix a light green for example, 
take two tablespoons of the deep green (un- 
thinned as it comes in the can) and add to 
the white; stir until thoroughly mixed. If 
you wish a lighter green use less deep green; 
if you medium green use a little 
more of the deep green. This same procedure 
can be followed with all the dark colors. If 
a blue-green is desired, mix one-halt deep 
green and one-half deep blue, then add white 
to obtain the desired color. 


mixed white 


desire a 


Ivory is a color which many displaymen 
do not know how to mix. Ivory can be ob- 
tained by mixing one tablespoon ot raw 
sienna in a quart of white. 

Following is a chart showing you how to 
mix various other colors: 

Add to one quart 


of white latex 
each of 


To obtain: 
Violet \ i 
deep red and blue 
2 T. each of 
deep blue and black 
2 T. each of 
deep green and yellow 


Orange i 


Blue Gray 


Yellow Green 
each of 
deep red and yellow 
Willow Green 2 T. each of 
deep green & raw umber 
ye 


Peach each ot 


deep orange and red 
Pink > T. of red 
(;ray T. of black 
Suntan T. each of 
deep red & ochre 

T. each of 
deep blue & black 

1 


; each yf 


Mistblue 


(hocolate 
qaeep yellow X brown 

Cream T. of yellow, one-half 

ot red 

Coral T. each of Chinese red 
and 2 T. of deep yellow 

seige 2 T. each of raw umber 

and dark yellow 

1 teaspoon ot black, one- 

halt teaspoon ot 

sienna 


Oyster White 
raw 


Catalina Green 2 T. ot deep green 

and 1 teaspoon of ochre 

2 teaspoon raw umber, | 

tablespoon green 

Chartreuse ye 
deep green and yellow 


(seorgian Green 
each of 


* T—Tablespoon 


Of course, it is necessary to experiment 
with these combinations to obtain the exact 
desired. An important thing to re- 
member in connection with mixing latex 
paints is that they dry three or four shades 
darker, while oil paints dry lighter. It 1s 
suggested that when you have mixed a color, 
you paint a swathe, let it dry, then hold it 
against the merchandise to see if the de- 
sired color has been obtained. 

Study color and experiment until you 
develop the combination of colors in your 
backgrounds and props which will project 
merchandise and sell it. 

But color can be overdone. A splash of pure 
red may capture attention, but a great mass 
of brilliant red will give one the jitters. A 
moderate amount of pure blue color will give 
a favorable reaction, whereas a great deal ot 
it is merely depressing. 

I rarely ever use a solid, unrelieved color 
in a prop or background without toning it 
down by spraying over it with a mist of 
white latex paint, or at least highlighting it 
around the edges with a fine sprayed mist of 
white or a light tint of some other color. 


shade 


This effect is achieved by standing about 
three feet away from the prop or background 
and spray painting a fog over the surface. 
By standing further away a speckled effect 
would be obtained. 

The potency ot pure color can be modified 
in several ways. It can be mixed with white 
so it loses some of its intensity, or it can be 
softened with a natural gray. Its hues can 
be varied by mixture with another color. 
For example, a small portion of umber in 
green kills the brilliance of pure green and 
gives a soft shade. 

Here are some combinations of merchan- 
dise, props and background colors: 


Color of 


Merchandise Props Background 


Light Yellow 
Light gray 
Jeige 

Light gray 


(;reen 
Violet 
Brown 


Red 


(Chartreuse 
Lilac 

Ivory 

Pink or 
Black 

Light blue 
Light blue 
Medium gray 
Ivory 

Light blue 


Blue 
Blue & Gray 
Violet & White 
Red & Gray 
Blue & Pink 
Brown & Green 
Black & white 
Black & light 
blue 
Black & pink 
Black & violet 
Black & green 
Blue & silver 
Brown & gold 
Brown & beige 


Light gray 
White 

Pink 

Light yellow 
Chartreuse 
Beige Light green 
Light gray Chartreuse 
Medium blue Light gray 


Light blue 
Pink 

Light yellow 
Light gray 
Light orange 
Ivory 


Deep pink 
Orchid 

Light green 
Medium blue 
Russett 
Medium 
green 

(ream 

Ivory 


White 
Orchid 


Red & yellow 
Light green 
& yellow 
Green & gold 
Green & beige 
Pink & tur- 
quoise 


Oyster white 
Ivory 
(Chartreuse 


Peach 
(ream 


Black 


Some of these combinations may appear 
unusual but will find they will work 
magic that will charm and sell. This is why 
color is the most exciting facet of display. 
The combinations are endless, and there is 
always a new challenge. 


you 
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illuminated plastic Christmas displays 


GP18-9. Illuminated 18” dia. Faceted 
Pastel Globes. Giant outdoor globes de- 
signed with 128 facets. Molded from lus- 
trous Tenite Butyrate translucent colors 
in keeping with popular trend toward use 
of pastel colors in Christmas decorations. 
Equipped with ring mounting. Total 
watts: 100. Translucent Pastel Colors to 
be Specified: (Turquoise; Peach; Pink; 
Blue) Price Ea. $23.50 
GP18-9. Crystal clear Globes only without 
Lamps. Price Ea. $15.00 


Patio Lites 


GP6-3. 6” dia. Faceted Pastel Globes. Equipped with fibre 
washer. Suspend by screwing 25W inside frosted lamp into | 
socket (not included). Lustrous Butyrate colors to be specified: wee ee Y F 
(Turquoise; Peach; Pink; Blue) a She a — Tt = wa* 
Price Ea. $1.50 RRR aa” © aed un! 

‘ 5 SS ee ae 


vy 


. 
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Jerome the Gnome* 


GP29-16. Illuminated 29” High Double 
Face Santa Gnome. This jolly elf, with 
white plastic beard and red lamp for 
nose, will beam down from every post 
and streamer. Unit also available in Sin- 
gle Face. Total watts: 150. 

Price Ea. $34.50 


GP2905. ill. 29” High Single Face “Jerome the 
Gnome.”’* 





Price Ea. $25.00 
*T. M. 


AGNER COMPANY 


2018 WASHINGTON AVE. - ST. LOUIS 3, MISSOURI - PHONE: CHESTNUT 1-9010 


Bulletin GP-6001 Printed in U.S 





illuminated plastic Christmas displays 





GP38-25. Illuminated 38” high Lantern. Old 
fashion in design, this stunning large lan- 
tern features a clear Tenite Butyrate globe 
with a 25-in. dia. red translucent plastic 
dome. Base mounting is created in red color 
wrought iron. Top and bottom of globe 
trimmed in gold mylar bands. Reinforced 
ring mounting in dome provided for hang- 
ing. Complete with lamp cord, candle stem 
and 40 watt flame lamp. Price Ea. $65.00 


Note: for post bracket mounting as shown, specify 
unit GP38-25B which includes special #101B 
bracket and brace. Add $10.00 for bracket. 


GP20-20. [Illuminated 20” Dia. Bell Available in 
Christmas Red and Pastel Colors. This smaller 
full round Bell with Bell Bottom Assembly is 
deep drawn from lustrous Tenite Butyrate in red 
and translucent colors in keeping with popular 
trend toward use of pastel colors in Christmas 
decorations. Equipped with ring mounting. Total 
watts: 75. Translucent Colors to be Specified: 
(Red; Turquoise; Peach; Pink; Blue) 

Price Ea. $25.50 


GP20-20. Bell Bodies Only 
without Lamps. Price Ea. $10.00 
GP34-34. 34” High Red 
illuminated Bells. Price Ea. $49.75 
GP34-34. 34” High Red 
Bell Bodies Only. Price Ea. $25.00 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. - ST. LOUIS 3, MISSOURI - PHONE: CHESTNUT 1-9010 





BETTER PRESENTATION 
OF JEWELRY DISPLAYS 


[Continued from page 27 


Past experience will indicate what gifts 
are most acceptable at such times, and a 
point should be made of showing as large 
and varied an assortment of these as space 
and good display will permit. The show 
should be backed by an explanatory “re- 
minder” showcard, preferably framed, 
not to add an incongruous note to what 
should be a tasteful display. Articles of 
jewelry gain in appearance and attractive- 
ness where good taste and good business 
sense work hand in hand in their presenta- 
tion to the gaze of the buying public 

(This phase of window-dressing is far 
too important to the retail jeweler to be 
confined to a single contribution. It will 
be continued and developed in the next 
issue, and later contributions will deal 
with other aspects of Nai 


SO aS 


Reusable Plastic Holds 
Objects To Any Surface 


everyday mounting, holding, 
posting tasks are made easier 
plastic substance called Delkote 
It sticks indefinitely to any clean, 
dry surface; yet it can be removed in seconds 
and reused as often as desired. Unlike sticky 
tapes, tacks or pins, it rolls away neatly with- 
out tearing or leaving gummy residue to clean 
off or unsightly holes to patch. 

The material literally transforms any clean, 
dry surface into a bulletin board or display. 
It holds equally well to paper, masonry of 
all types, plaster, painted surfaces, 
metal, ceramics and glass—but doesn’t stick 
to the fingers. Since it isn’t affected by 
water or variations in temperature, it can be 
used indoors or out in any kind weather. 

Besides the more such as 

illustrations and the like on 
Solid Tak finds a host of 
other uses in advertising or public relations 
agencies, art departments, display houses and 
TV studios. For example, it’s an effective 
way to display segments of a_ presentation 
without toting bulky mounting boards; artists 
use it for holding quickly adhering 
canvas or paper to frames and mounts, and 
to keep from spilling; and display people 
find it’s handy for temporarily positioning 
clements (it'll hold objects weighing a pound 
or so on vertical surfaces ). 

Write to Delkote, Inc., Box 1335, Wilming- 
ton, Del., for information. 


Dozens of 
anchoring or 
with a new 
Solid Tak. 


wood, 


obvious jobs 
mounting signs, 
walls or windows, 


tools. 


Showcard Machine Appoints 
Australian Representative 

Showcard Machine Co., Chicago, has an- 
nounced the appointment of H. M. Cowdroy, 
Ltd., of 95-97 York street, of Sydney, N.S.W., 
Australia, as representatives in Australia. 

The firm is well known as a manufacturer 
of display fixtures, stands and other accessories 
used in display work. They will both sell and 
service Showcard Machines. 

Showcard Machines are not unfamiliar in 
Australia. The line provides a size and type 
of sign-printing machine to suit every need. 
Newest Showcard Machine development is 
the Full-Sheet Signmaster, an automatic-ink- 
ing machine that is particularly suited for 
producing signs and showcards in quantities. 
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“FALL DISPLAYS" 


Enhance your Fall and Back to School Promotions with the large 
selection of oe co items featured by the Art R. Cohen Company. 


S~- ay wr 


[}] Boy or Girl BTS panel—3 dimen- 
sional — richly-colored felt on 
natural burlap 30°° x 39°’ 

[] Boy or Girl 3-dimensional pencil—60" 

-}] Face on Ruler—with hook for 
hanging merchandise—6" x 36'’ 


[} Boy or = Merchandise hanger 
—12"" $ 8.50 ea. 
} patentee Pencils — minimum 
order 
36"" $12.00 doz. 
56°" $15.00 doz. 
| 9 Ft. Plastic Apple garland $ 6.00 ea. 
CI) 3-Tier metal fruit cart—26" x 23"' $15.95 ea. 
|} Paper Mum garland—Fall colors—9 ft.. $18.00 doz. 


ORDER NOW 


e Mail orders 
filled immediately. 


Serving the Display Industry for 
Twenty-Seven years. 


.. $18.50 ea. 
$ 9.95 ea. 


$10.50 ea 


cr 








FINEST Dyed 
BURLAP 


—-20 Colors 
36 and 52” wide 


Linen Theatrical Gauze — Fishnets 
Grass Mats — 31% x 6 feet 


Always IN STOCK 


VAN ARDEN FABRICS MNERS. 
110 Murray Street New York 7, N. Y. 











[]} Leaf branches—multi-color on na- 


tural branches—approx. 36" $15.50 doz 
Minimum order—! dozen 

Multi-color scatter leaves — ap- 

prox. 1,000 I"’ leaves $ 2.00 bag 


Red tissue apples— 6'' $ 2.40 doz 


|} Red tissue apples— 9"’ $ 4.80 doz 


Red tissue apples—!4'' $ 9.00 doz 
Fleur DeLis design — ornate finish — 


vw air $11.50 doz 


| Miniature fruit baskets—6" x 6''— 


16 pcs. fruit per basket 
| type of fruit per basket— 
peaches, pears, oranges, 
apples, plums $24.00 doz 


baskets 


weet R. COHEN CO. 


810 PENN AVE. 


PITTSBURGH, PA. 


Designed and made with the skill and 
attistry that 30 years in the field of 
fine cut wood letters brings. Extra 
FREE bonus: Style and price sheet 
showing vast selection of sizes and 
designs. Write today. 


anteine N. 9th St., Phila. 7, Pa 
. WAlnut 2-5334) +) WAlnut :2-4953 | 





DISPLAY... For the Small Men’s Store 


By B. C. MEADERS 
Display Director, Squires, Daytona Beach, Fla. 
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S a displayman, you know the value of 
window display. As a store owner you 
also know the tremendous selling power 

ir windows can have, if properly used. 
What I hope to accomplish here is to help 
small men’s store create more effective 
displays on a minimum budget. As a rule 
the small store has only one displayman. He 
must do his own shop work as well as rig ° 
see Problems of the one-man display department are many—but 
Of course, the prime factor in any quality mw ‘ ‘ 
saci dimaued tes heh -seiedialiiies ‘aihil “deed ad so are the opportunities for self-satisfaction that comes from 
merchandise used in the windows. This 1s 


doing a lot with a little, as is usually the case in a small store 


mething that could be greatly improved 1n 
stores, both large and small. 

his pomt | would like to stress the 

: If 1 could add 

line to the old proverb, “Experience is the 

st teacher,” my addition would be, “Only if 

is experience is correct.” | am very proud 


A 
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Twenty Suggestions for New Displaymen 


Here are a few suggestions that may help any newcomers to the display field, partic- 


ulary those in men’s wear: 


1. Always keep the window as simple as possible (of course, there are exceptions). 


Know your fashions. 


PrPr PSF Ff SY 


Know your colors. 
Know your fabrics. 


Be open to all suggestions (you will be amazed at the number that are good). 
Never try to out-trim the other man. (But out-trim yourself.) 

In men’s wear shy away from bright flashy colors. 

Read all available sources of information concerning the subject you are covering. 
Use simple wording on all cards or descriptive matter. 

Always show merchandise at its best advantage. 


In men’s wear never use dainty or flowery props. 
Never use colored spots directly on the merchandise. 


Check lighting at night as well as day. 


Always use merchandise that relates to each other. 
Find out all you can about the tailoring and construction of men’s apparel. 


Pressing must be correct. 


Keep props, forms, and mannequins clean (the worst enemies are fingerprints). 
Spend your budget wisely and don’t be afraid to say no to the salesman. 
Know and understand the problems of your store. 

Rule 20, to me, is one of the most important five words that mean a lot: 


“EAT, SLEEP, AND DRINK DISPLAY” 





of my training. I feel | had one of the best 
displaymen available as my teacher for seven 
years, D. E. Springer of Levy’s in Jackson- 
ville, Fla. 

The first thing I strive for in a window is 
something different from the run-of-the-mill 
type display. Of course, the dignity of the 
store is kept in mind, as we are a better 
quality store, and the displays must reflect this. 

If possible, I like to tell a story through the 
props, in relation to the merchandise. This is 
done after the merchandise is chosen, for, as 
every displayman knows, the merchandise con- 
trols the feeling you are trying to convey. 
Then, and only then, do I start planning my 
window. 

As far as I have been able to figure, there 
are only four ways to do this: they are style, 
color, fabric and name brand. Keeping this 
in mind may help you with some of your 
idea problems. 

After an idea is reached, the first thing | 
do is make notes concerning this idea; second, 
a rough sketch with colors and props noted. 
Here | always try to work on the theory of 
contrast. By this | mean in front of darks or 


JULY, 1960 


vice versa. This method has proved itself 
very satisfactory over the years. 

The following are descriptions of displays 
that have been very effective not only from 
a selling viewpoint, but a budget wise view- 
point as well. 


HATS 


This could be considered style or name 
brand—I prefer name brand as this is the 
main interest in this window. 

The word “Champ” was cut from %3¢-inch 
wallboard (which incidentally will cut very 
easily with a mat knife or saw if you do not 
have a cutawl). It comes with a pebbly faced 
front that is pre-painted a flat white. 
letters were sprayed black, then 
pinned to a woven pine slate panel that was 
tacked on a I- by 2-inch frame. The panel 
was painted white with the edges sprayed 
black to highlight the center. 

The ring corner was made from %-inch 
wallboard left in its original stage. By using 
a 34-inch dowel with screw eyes spaced evenly 


These 


[Please turn to page 55] 


THE PLASTIG CHAIN THAT'S 
BSPLAY DESIGN 


CHANGING 


Every day créati Asolay men 
are finding new @ses for Jiff-E- 
Links, the big hit of the New 
York Show. : 


Displays can inow be’ suspended 
safely and affractiyely. You can 
Jiff-E-Link off\ge gor displays 
with Jiff-E-Link\an@ your present 
stanchions, or with Ferrocraft’s new 
decorative stan@nions. 


Make a trapez@ fixture! Insert a 
wooden dowe™g or Ferrocraft’s 
black or brass Gar with finials in 
the links of q@iJiff-E-Link chain. 


Every other ii locks, and 
can be detached® ngthen or 
shorten. No feols are necessary, 
either... you msse in a jiffy! 
In three color: nite, black and 
metallized brass. White and black 
links are eigh foot, and 
brass metallized at e dollar a 
foot. Five links to @ fabt. 


Order today from your Display 
Jobber. 





—None other than Brigitte rides the swan of spun glass and invites 
viewers to choose from the assortment of “always appreciated” 
linens . . . All this happened in the window of Indanthren-Haus, 
Munich, Germany, under the masterful touch of Helmut Weber.— 

















—Fishermen never boast of catching the ‘old 
boot, but a Japanese displayman, Yoshiro 
Tsukamoto, boasts he can catch customers by 
suspending women's shoes by the heels from his 
enormous fish hooks . . . This accomplishment took 
place in the window of Imai's, Otaru City, Japan, 
where Mr. Tsukamoto is display director.— 
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—Shown here is an exterior display erected on 

the facade of O.K. Bazaars, Durban, Natal, 
Union of South Africa, on the occasion of the 
Golden Jubilee celebrations of the British colony 
... The figures were of papier mache’, painted 
bronze and were 25 feet high . . . Each one rep- 
resents one of the four provinces and the shields 
in front of each figure depict the main activities 
of each province . . . This decoration was dupli- 
cated at each branch of O.K. Bazaars throughout 

—Jaime Vargas, who worked with the display departments of Lord and Taylor, New the Union. . . The entire display was produced 

York City, and Macy's, Levittown, Pa., for two years each, is now holding forth as dis- at the head office of the display department at 

play director for Casa Vargas, Ltd., Barranquilla, Columbia . . . He submits this display Johannesburg under the direction of Arthur 

of men's and women's beachwear as a current example of his work .. . He used natural Nachman.— 

flowers and real sand to achieve realism in addition to the atmosphere generated by the 

netting and bath house.— 


Ry Qe Carpets take 2 home a 
BAN) | AAR 


= st ala! | . —Here is an ingenious idea for a carpet showroom, 

- i | vt 4” | © created by H. E. Watkins at Smarts, London, Eng- 
= < 7" > iaieiee,. 2 ws : | | land... Carpets are held at 45 degrees to the wall 
; oe ee on 12-foot, 6-inch long, hollow, tin cylinders by a 
spike at top and bottom ... Wall swivel and floor 
castor allow customers to move the cylinder through 


180 degrees and examine all of the carpet.— 











DISPLAY .. . FOR THE 
SMALL MEN'S STORE 


[Continued from page 53] 


apart, | had my post (This was painted black ). 

Using small black rope through the screw 
eyes, pulled fairly tight, with a little more 
spread near the front, it gave the illusion of 
more depth. 

The hats were mounted on %-inch dowels 
painted black. These were used at different 
heights to give the shopper an easier view 
of each hat well relieve the flatness 
that would have been created had they all 
been the same height. 

The Chola tree and foliage were used in 
conjunction with hat boxes to draw still more 
attention to the name _ brand. 

Black cork was used around bottom of the 
ring, mainly to give a contrast between the 
ring and the floor as both were almost the 
same color. 

This window was first prize winner in a 
national hat contest recently. 


SUITS 


Style was the focal point 
present time the Italians are considered the 
style-setters of men’s fashions. By the use 
of a cut-out map of Italy, I tried to draw at- 
tention to this fact. 

The map was cut from 3/16-inch_ hard- 
board. Through this an Italian fencing sword 
was used to give a more masculine feel. Both 
of these were suspended with invisible wire. 
This gave the entire setting more airiness. 

Hardboard squares were used the 
floor. They were first painted flat black, high- 
lighted with a gold spray and stippled with 
a dark yellow latex paint. The final step was 
to wash them with a thinned-down dark 
green tempera. The overall effect was a very 
rich but still masculine, antique look. 

A small illustration showing the basic dif- 
ference in styling was used to carry out the 
theme used on the card. This card read 
simply, “The Italian Influence in American 
Styling.” 


SPORT SHIRTS 


Again, this could be considered style. The 
feeling I tried to capture here was a tropical 
atmosphere. This was done by the use of a 
cut-out palm tree. The tree was first painted 
dark blue. Over this I dry brushed a medium 
shade of green to relieve the flatness. 

Behind the palm I used a 30-watt fluorescent 
fixture (that lying around for 
years); in this an aqua tube was used. All 
this placed 5-6 inches from the _ back- 
ground. 

The little cut-out island was pinned directly 
to the background with extra long pins, then 
pulled away about 1%4-inch—just enough to 
float—giving still more depth. 

On the floor, a gravel paper used. 
This was wrinkled purposely. By doing this, 
it not only softened the floor but gave the 
much desired feeling of an ocean-washed surf 
with little ripples here and there. 

The fish net and glass floats were 
mainly to give more depth as well 
soften the upper area of the window. 
were used in the middle ground for 
reason. 

A piece of driftwood was used to hold 
the shirt form. (This was done by drilling a 


as as 


here. At the 


on 


has been 


Was 


Was 


used 
as to 
They 
this 
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hole in the wood to hold the rod). This, | 
believe, you will find very helpful especially 
if you want to eliminate the use of a shirt 
stand. 

One green spot was used on side, 
pointing to the center background. Only 
clear spots were used directly on the mer- 
chandise as it was very colorful and any inter- 
ference of colored spots would tend to change 
this and cause trouble with the shopper mus- 
interpreting the correct color. 


SPORT COATS AND SLACKS 


This was a color window built around 
burgundy and black. The artwork was done 
in B & B ona piece of white lamp shade 
material. The two cut-out painted also 
> & B were suspended with invisible wire at 
different heights as well as depth. 

B & B rubber tile squares were used 
the floor. This was done primarily to carry 
out the color scheme. 

The table was painted burgundy then dry 
brushed with black. This was done to carry 
out the color scheme. (The tile 
were borrowed). 

As for the lighting in this window it was 
mostly red and blue clips. A little of this 
was allowed to spill onto the merchandise, 
as a plain spot would have had the tendency 
to muddy both black and burgundy. 

The overall result of this window was very 
satisfactory, and I was very much pleased 
with its selling power. 


IMPORTANCE OF 
GOOD RIGGING 


[ am using this window primarily to show 
the importance of good rigging and treatment 
of merchandise. Also to show that a well 
balanced window can do a good job of selling 
without the use of many props. 


each 


>? 
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grapes and 


In this instance, each ensemble was correctly 
as well as tastefully shown. As for the center 
grouping, these were very casual 
and were handled in such a manner. 


numbers 


If possible I like to rig my suit forms the 
day before I am to trim. Not only does this 
give more time for the trimming, but it 
seems to me a suit or will itself 
better if this is done. 

Also I try to rig as soon as possible after 
the pressing; this way the garment will drape 
itself to the form easier. 

As tor props, the palm fronds were sus- 
pended from the ceiling; a bamboo frame was 
painted yellow, then dry brushed with dark 
green. A pecky cyress plank used to 
carry the message in this window. (This 
was dark green, dry brushed with black). 

The tables were covered with a _ yellow 
fabric. Green cork was used primarily to give 
a contrast between the beige jacket and the 
floor. 


coat set 


Was 


Gunsmoke Display Material 
Shoots Men's Wear Sales Up 

Nebraska Clothing Company in Omaha, 
Neb., tied-in with the area’s leading television 
program with a spring Gunsmoke Gray and 
Cactus Green men’s clothing promotion. 

Les Bligh, Nebraska Clothing’s award-win- 
ning display manager, incorporated Gunsmoke 
display material furnished by WOW-TV with 
such authentic Dodge City-Americana as Win- 
chester 73’s and Colts in his window displays: 
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specially processed 
manikin finish 
flesh tones. 


Now you can rejuve- 
nate these silent sales- 
men quickly and effi- 
ciently. You can make 
them working salesmen 
with the help of SAR- 
GENT MANIKIN 
FINISH. Whatever 
original colors must be 
hidden or improved 
there is a Sargent dis- 
play finish to do the 
job in a complete selec- 
tion of colors: metallics 
and clear. 


there’s a Sargent 
spray for 
your display 


GIANT 16.4 OZ. CANS 


WORK- 
WORN 


MANIKINS 
CAN BE 
PUT BACK 
ON THEIR 

\ FEET EASILY, 
s/ QUICKLY... 


WITH 





for the 
DISPLAY MAN 
INSTANT DRYING = 
WT COLORS THAT PRODUCE 
A VELVETY Finisa! 
MANNEQUIN FINISH 
CRUISE 


‘ear Galehs- Conde ia le ie oh, 


the Sargent-Gerke Co. 





Nationally Advertised Paint Products 


Taleit-tal-telolit- Pam laleil- tar! 





WARDROBE 
MASTER 
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Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


411 LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 
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BUILD BETTER DISPLAYS 
with versatile, dependable 


UHU GLUE 


The Leader in Your Field 


UHU PRODUCTS CORP. 
820 Greenwich St., New York 14, N.Y 











FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 


Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 











DISPLAY TURNTABLES 
@ All Steel 
ALL SIZES—Large or Small 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 St., Bronx 54, N. Y. 


@ Heavy Duty 














BAMBOO POLES 
PHILLIPINE MATTING 
all types -- all sizes -- lowest prices 


PAN-ASIA COMMERCIAL CO. 
16823 Lakewood Bivd. Bellfiower Calif. 
MEtcalf 3-0678 








—New Lane Bryant shop 
at Ft. Lauderdale, Fla.., 
has only one 12-foot 
wide window between 
its two narrow entrance 
doors . . . Glass blocks 
with rear-lighted pat- 
terns comprises re- 
mainder of  59-foot 
frontage— 


Lesson in Contrasts . 


New Lane Bryant 
At Ft. Lauderdale 


Imaginative architects come up with departure from open- 
front shop design with store having one |2-foot window at 
center of 59-foot frontage—rest is decorative glass blocks 


. . . Interesting, but will it 


OT every store designer has conformed 

to the current open-front trend for 

new tashion Among the few 
non-conformists are, Malsin & Reiman Ar- 
chitects, Ossining, N. Y., and an example of 
their work is the new Lane Bryant store at 
Ft. Lauderdale, Fla. 

The front is designed to present a colorful 
and striking appearance by night as well as 
by day with brilliantly back-lit glass block 
walls with colored blocks forming an inter- 
esting and attractive pattern. The only dis- 
play window in the entire 59-foot frontage 
is a shallow 12-foot wide one that is flanked 
by two three-foot entrance doors. 


shops. 


sell goods? 


Time will tell! 


According to the architects, this was done 
for the tollowing reasons: 

“A larger expanse of show window was 
unwarranted since there is little foot traffic 
at this point. 

“Contrast of front to the 
fronts of other shops is a ‘stopper.’ 

“The entrance becomes more important 
with the single show window featured. 

“A surprise is created for the customer 
who spacious interior only after 
entering the store rather than getting 
glimpses through windows. We felt 
this to be important because of the unique 
treatment of the interior space 


this all-glass 


sees the 


show 


—Interior of store fea- 
tures five display areas, 
none of which are 
shown in photo 

Fixtures are of a com- 
bination of white sur- 
faces and natural oak 
trim . . . Colored felt 
flowers sprout from 

chandeliers — 


DISPLAY WORLD 








“The totally enclosed space provides a 


cooler feeling for the customer and cuts out | 

NEW ENLARGED glare from the intense Florida sunlight. | 
b 4 eae ee - | 

Display costs are cut. | 


There are only two of these reasons with 


* | 
hich we might disagree—the first ; | 
Display World - 1 we might disagree—the first and the | I DEAS FO R 


The lack of substantial foot traffic is cer- | 5 U : LDI N ¢ SALES! 
tainly no excuse for keeping the store's | - 
b : nN f) ~ identity and purpose a secret to those few | 
passersby four-fifths of the time they are in 
| front of the store. You can imagine the | 


o . -RERERREREREeRER ERE RE ED EG TT GG 
thoughts of the potential customer who ap- : 


proaches the building and fails to see the 
name of the store because of the protective 
overhead canopy: “Is it a skating rink, a 
bowling alley or possibly an intimate cock- 
tail lounge?” 





VUE-MORE, 601 W. 26 St., N.Y. 1 


Rush a copy of your new Catalog. 


We would have thought it worthwhile to 
include at least one or two small shadow- 
boxes at about eye level in the expanse of 
glass blocks. These would feature the millin- 
ery, accessories, etc., that will seldom—if 
ever—have an opportunity to be presented in 
the lone window. Each shadow-box display 
would tell the shopper that THIS IS A 
LANE BRYANT STORE SELLING A 
VARIETY OF WOMEN’S APPAREL. —_ 

The fact that display costs are cut by the | ee : Aterrific new catalog 
elimination of all but one display window is | | describing the com- 
undeniable, but it shelters under the old | hii 
worn-out retailing umbrella that considers 
display as an unproductive, decorative func- | MORE MORE display turn- 
tion, that can be minimized or eliminated : Setar tables and BREVEL 
without damage to the sales machinery. IK x- etuetinn mete, 
perience has revealed the flaws in this ar- 
gument. Decreased display investment in- 
evitably leads to an increase in other sales Write for your copy today. 
promotional efforts, such as direct mail, Use the handy coupon above! 
radio-tv-newspaper advertising, billboards, 
etc., in order to produce or maintain the 
store traffic desired. Usually the cost of the 
latter will be much more than the cost of 
The newly enlarged, cloth bound binder adequate display. | 
for your copies of DISPLAY WORLD is But, then, let’s go inside the New Lane 
now available. Maroon, with title in gold, Bryant store. In addition to this novel front Cr) 

; , f design, the interior treatment has some o 
the binder opens flat as illustrated sid unique features. The main sales area is de- | VUE-MORE Turntables are: 
easy reference to the pages of any issue. fined by a high sloping ceiling, 16 teet high, QUIET PRECISION MADE 
Copies can easily be inserted and removed. with low ceilings at front and rear entrances | DEPENDABLE GUARANTEED 
forming minor departments. The main sales | TROUBLE-FREE VERSATILE 


a ge area also features large wooden hanging | UL APPROVED 
bowls, five feet in diameter, with brilliantly | 
colored felt flowers creating a fresh, tropical And For Your Animated Displays: 
MAKES YOUR COPIES OF atmosphere. | 
DISPLAY WORLD MANY Wall colors are cool and brilliant blues: 
TIMES MORE VALUABLE flowers are multi-colored; and carpet is a 


tan tweed. Fixtures are a combination of 
white surfaces and natural oak trim. 


Company 
Address 


DW -7-60 


plete line of VUE- 

















@ Easily holds 12 copies 


There are five permanent display areas 
e Keeps copies clean | within the interior. Two raised areas are 

immediately inside the entrance. Another 
* Handy for reference | 1s directly behind the display window, with 
| both having a common back. Another dis- 


S | play platform is placed near the rear en- 

00 | trance, which also has one small display 

a each postpaid | window by the door. The only other display 

area is adjacent to the corset department. 

Little display treatment is given to ledges 
and counters, but several forms are used Quiet, versatile, efficient Brevel 
for bathing suits, blouses and lingerie. motors are designed for maximum 
Preliminary reports are that sales are power and precise movement—yet 


| holding their own at the new store, opened compact enough to be used in any 
| in 1959. It will be interesting to watch the | ee Say. 7 ee Fae: Seta, 


sales story in future years—just as the 


CINCINNATI J, OHIO | headquarters of the Lane Bryant chain will | VUE-MORE CORPORATION 


of BREVEL PRODUCTS 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 








be watching. | 601 WEST 26th STREET © NEW YORK 1_N. Y 
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SHIRT FRONTS 


PROX & READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. @ Conventional 
® Short Point (illustrated) e Widespread 
e Oxford B. D. Packed 1% doz. to box. 


$16.50 per doz. 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time— 
always a perfect knot. Packed 1 doz. as- 


sorted colors to box. 
$12.75 per doz. 
Merchandise Shipped 2/10 EOM, FOB Troy, N. Y. 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 





PERMALIFE 


ngel Hair 


10 HEAVENLY COLORS 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


ngel Putt 


BIG PANELS OF 
PUFFED SPUN GLASS 
Inquiries Invited 


PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 





BRASS & CHROMIUM RAILINGS 


for every purpose Since 1900 


PORTABLE © STATIONARY 
VELOUR COVERED ROPE 
S. PARKER HARDWARE MFG. CORP. 
» 27 LUDLOW ST. N.Y.C. 2, N.Y.-WAlker 5-6300 


EXHIBIT BOOTHS 


¢ Flameproofing Spray ¢ Portable Canopies 
¢ Mirrored Balls e Draperies ¢ Spotlights 
* Crowd Control Equipment 


FILJON, INC. 


1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 








ee 


Lumi-plug Pegs 


olsle] iol ee) mele) (*le-ie) & 
DISPLAYS «+ SIGNS 
CONTROL BOARDS 
MARKET MAPS 
Write for FREE folder, samples 
THE Lumi-plug COMPANY 
15 W. 44th Street, New York 36, N.Y 


—A miniature model of the ‘Power for Progress’ exhiibt is shown above— 


Power fo 


Utility companies desiring 
to promote the increased 
usage of their services 
should explore the possi- 
bilities of similar exhibits 
to this at Exposition Park 
in Los Angeles . . . In 
this case, it was spon- 
sored by the municipal 
department rather than a 
private firm 


r Progress 


HE California State Museum ot Science 
and Industry has added an interesting 
exhibit to its new Omnibus Room Sec- 
tion in Exposition Park in Los Angeles. The 
exhibit tells the story of electricity and 
power development in the Los Angeles area 
and is sponsored by the Los Angeles De- 
partment of Water and Power. The new 
“Power for Progress” exhibit was desizned 
by display designer Frank Glisson, 1n coor- 
dination with its producer, American Acme 
Displays, Inc. 
The exhibit contains many features of in- 
terest, with animation, art work, photog- 


—Viewing an animated plastic transparency depicting a boiler operation 


for generating steam power is Clyde Baker, project engineer and A. Howard 


Williams, vice-president, both of American Acme Displays, Los Angeles— 


DISPLAY 





raphy, illumination and audience participa- 
tion gadgets of various kinds. The American 
Acme staff is responsible for the complete 
development of the exhibit, as well as its 
engineering and production. Clyde Baker 
was the staff's project engineer and is pro- 
duction manager tor the display company. 
Mr. Baker has produced many working 
models, some of which are now in the Chi- 
cago Museum of Science and Industry. A. 
Howard Williams, vice-president of Amer- 
ican Acme, is the account executive. 


American Acme Displays was selected to 
produce the “Power for Progress” exhibit 
because of the experience of its personnel in 
public utility work. Mr. Williams was dis- 
play consultant for the Cincinnati Gas and 
Electric Company for over 12 years and was 
president of the original Cooperative Dis- 
plays, Inc., which began its existence in the 
production of gas and electric displays and 
electrical expositions for C. G. & E. and a 
number of the appliance manufacturers. 
Cooperative Displays, Inc., later became 
Burton-Rodgers, Inc. and many of its initial 
personnel formed Product Presentations, Inc. 
in Cincinnati. 

The Better Light, Better Sight exhibit 
which was developed by Mr. Williams and 
Edward W. Hodgetts, now sales promotion 
director for C. G. & E., received interna- 
tional acclaim back in the late thirties. The 
present “Power tor exhibit sets 
a new pace for dimensional, visual treat- 
ments by public utilities in their endless ap- 
proach in public education on the subject of 
electricity. 


Progress” 


The “Power tor Progress” exhibit offers 
many possibilities for the creation of similar 
exhibits for electric companies throughout 
the country. Many sound electrical and ad- 
vanced display techniques have been em- 
ployed in the production of this exhibit and, 
according to Algie P. Powell, president oi 
American Acme Displavs, new ideas are now 
being formulated to build other exhibits of 
this type. Materials used in the project were 
plastics, hardboards, metals and mechanical 
and lighting equipment. 


(Consulting committee chairman, Wes Bal- 
eria, ot the public relations department of 
Water and Power, and his committee se- 
cured much of the technical data that went 
into the composition of the exhibit. Mr. 
Baleria has charge of the public relations 
exhibits for the Department. One of the out- 
standing exhibits produced under his direc- 
tion is the Eastern High Sierra exhibit at 
the Sportsman’s Show each year at the Pan 
Pacific Exhibition Hall in Los Angeles. 
American Acme designer Irving Boyer, de- 
signs the Sportsman’s Show exhibits and did 
the art and copy layouts on the “Power for 
Progress” exhibit. Michael Bolls has recent- 
ly been appointed Director ot Displays in 
charge of window displays and convention 
and exposition exhibits, replacing Ralph 
Dickey who retired last June. 

More and more, exhibits of this nature are 
being devised for the visual education of the 
public. The Power tor Progress exhibit 1s 
especially instructive for school children of 
all ages. The Calitornia State Museum of 
Science and Industry where the exhibit is on 
located in the 


display, is vicinity of the 


University of Southern California 


SULT, 19 €¢ 


Keminiscing 


R. F. Painter, formerly with Gus Blass 
Company, Little Rock, became display man- 
ager for Lebeck Brothers, Nashville; he re- 
placed Allen, who resigned to 
join The Jones Store, Kansas City, Mo. 


George M. 


Ralph Pfister resigned as display manager 
of MacDougal-Southwick, Seattle, to open his 
own ready-to-wear shop in Missoula, Mont. 

Emil Swenson left the display department of 
The Palace, Spokane, for a similar position 
at The Crescent; Ray Hering was display 
manager for the latter store. 

John T. Chord, former editor of DISPLAY 
WORLD, took charge of the retail display de- 
partment for Montgomery Ward & Co., Chi- 
Cago. 

H. KE. McLaren resigned as display manager 
of I. Miller Shoe Company, Seattle, to head 
display for The Bon Marche, of that city. He 
replaced William Scharninghausen, who had 
recently joined The City of Paris, San Fran- 
cisco. 

me 
WORLD. 


DISPLAY 


Kash became editor of 
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Jess Melcher-Schene Hardware 
Company, St. Louis, emerged as winner of the 
“Let’s Go Fishing” window display contest, 
sponsored by The Sporting Dealer, 
national magazine of the sporting goods in- 
dustry. 


Reeves, 


Goods 


Price tags on displayed merchandise was 
favored by 75 per cent of women shoppers, a 
survey by the New York State department 
of commerce proved. The survey was held in 
29 communities of the state. 

Mable Powers retired as display director 
for Tailored Woman, New York City. 

Ray Harold was appointed display manager 
of J. W. Knapp Company, Lansing, Mich., 
following resignation of Ewing. Mr. 
Ewing joined the sales staff of Cook & Meier, 
Inc., Chicago display manufacturer. 


Roger 


Edward Drummond joined Blumberg’s, Port- 
mouth, Va., as assistant display manager 

A survey among 540 ice cream retailers 
by the American Dairy Association revealed 
that point-of-sale material was far ahead of 
all other sales promotion media 


Edwards Engineering Donates 
Float to Army Recruiters 

Motivated by a sincere interest in America’s 
defense posture, Edwards Engineering Com- 
pany of Pompton Plains, N. J., sponsored the 
construction of a mammoth float for First U 
S. Army Recruiting District. The float is 
brilliantly illuminated for evening parades. An 
animated globe rotates around a_ suspended 
lighted missile. It was featured in the Perth 
Amboy and New York City Armed Forces 
Day parades and can be disassembled for ship- 
ment to other U. S. Army Recruiting Main 
Stations in the First U. S. Army area. First 
U. S. Army artisans M/Sgt Michael F. Feren. 
M/Sgt Thomas J. Dooley, SFC Robert Green- 
berger and Mr. Serge Campagnola combined 
talents for this spectacular presentation. 








CAPTURE 


THE TRUE 


EXCITEMENT 
OF 


YORK — 


WITH 


MANHATTAN 
MANIKINS 


These luxurious high 
quality figures are 
fashioned of Fibre- 
glas plastic topped 
with the finest Pug- 
din wigs. Photos and 
details on request. 


MANHATTAN MOTION MANIKINS 


4 W. 16 ST. NEW YORK CITY 11 








.... Osplay creators 
display manulacturers 


vid hamberger ine. 


136° WES! Sist: STREEE 
NEW YORK |, NEW YORK 











Transparent Oak 
and Transparent 


Oak Leaf Ropings 


in many colors for the 
Display Supply houses 
Get our Free Samples with Prices 


FLORIDA LEAF & FERN CO. 


Ww. Cc. & T. S. Rumbley Sanford, Florida 





—South African Feather Co., Inc.— 
1015 FILBERT ST., PHILADELPHIA 7, PA. 


Established in 1906 
WAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 





Eaton Adds Marvin 
To Sales Staff 


The addition of Robert S. Marvin, Ham- 


> 
— Robert S. Marvin — 


burg, N. Y., to the staff of Eaton 
Brothers Corp., Hamburg, has been an- 
nounced by Robert D. Allen, vice-president. 
Mr. Marvin will work from Eaton’s Ham- 
burg office, eventually specializing in sales 
promotion, convention activity and general 
sales contact. 

Mr. Marvin has been employed as sales- 
man with Procter and Gamble, Plough, Inc. 
and Endo Laboratories, as well as holding 
junior executive positions in major depart- 
ment stores. 


sales 


He is a graduate of Rochester 
Institute of Technology, Rochester, N. Y. 


Longenbaugh Resigns 
At Gatelys, Chicago 

Illness has forced Roy H. Longenbaugh 
as display director for Gatelys 
Peoples Store, Chicago, where he had been 
employed for many 
were not announced. 


to resign 


years. Future plans 


Ag& DIGPLAY PARADE Ilo. 1s: by Pocoe~ 











WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 





SHOULDER COVERS 
Crystal-clear — polythene. 
Price list and samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 
5 


YARDVILLE, N. J. 


FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 


BOX 3 
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Buran wAs Sorn suly 11,1929 AT COLUMBIA,S.C. 


STARTED IN PISPLAY AS APPRENTICE PURING SUMMER. 
VACATION WHILE ATTENDING HIGH SCHOOL . 


Display DIRECTOR ....ZE2VV2 DEPT. STORE 
SAVANNAH, GA. 


SERVED Six YEATES IN 
THE NAVY AS AVIATION 
‘Eos 'N MATE. THEN 10K 
UP WHERE HE LEFT OFF 
NM DISPLAY. CAME TO 
LEVY'S IN 1955 .WHERE 
HES BEEN IN CHARGE OF 
ALL DISPLAY THESE tive 
YEARS. POES AN EXCEL - 
LENT IoB, NOW AND 
THEN WINS A NATIONAL 
PISPLAY CONTEST. 


MIAKEIED, AND HAS 


TWO CHILPREN, A Boy 
AND A GIRL. 
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METROPOLITAN EXTENDS HORIZONS 
WITH NEW DISPLAY CONCEPTS 


[Continued from page 13] 


Airlines, Alitalia Line and Lufthansa 
dered cutom-designed kits, too. 


or- 


As you can gather, we have been offering 
our travel display experience to other indus- 
tries—communications, rubber, U. S. Army 
engineers, a toy importer, etc. And we find 
that our philosophy and our formulas are 
easily adaptable and most successful. 

We recently designed an exhibit for the 
large chemical and ethical drug firm, Pfizer 
International, with the annual shareholders 
meeting as its first stop. When we installed 
this exhibit we were naturally working 
alongside exhibit builders who had prepared 
displays for other Pfizer divisions. While 
some of these were very handsome, all of 
them had several things in common: all 
were huge solid panel background affairs, 
with mounted photos and transparencies, re- 
quiring four to five man crews to assemble 
and taking several hours of fitting together 
with nuts, bolts, screws, etc. All came in 
enormous crates or a number of crates 
which had to be taken away from the exhibit 
area for temporary concealment. 

The contrast with our Pfizer exhibit was 
amusing, if not a little amazing. Our 15- 
foot exhibit was easily transported in the 
back of a station wagon, it could have been 
carried into the hall and completely set up 


—Framework for this exhibit by Metropolitan 
for the International Division of Chas. Pfizer 
Co., Inc., at its meeting of shareholders was 
constructed of aluminum tubing joined at the 
corners by bored wood balls . . . Within this 
framework were square panels of hardboard 
that were rotated manually by viewers to 
display messages and activities on both sides 

Entire exhibit weighed less than 50 
pounds Panel colors were blue, lemon 
yellow, bittersweet, white and olive . . . New 
layouts can be made with existing components 
and new panels and new copy can be added 

from time to time— 


by a woman unassisted by tools (the client 
in our case happened to be a woman): the 
fibre carrying case was tucked into a clothes 
closet; and in a half hour from the time we 
arrived the exhibit was set up and ready to 
go. Best of all, it did the job it was designed 
to do. Who knows, maybe this constitutes 
something of a mild revolution! 
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At any rate we have been doing a lot ot 
thinking along these lines. We are always 
exploring new materials, new adhesives, us- 
ing plastics and aluminum, wherever appro- 
priate, always with an eye toward ease in 
setup, transportation and maintenance. This, 
of course, means savings of many dollars, to 
make budgets go a lot further. 

The kits we have been talking about, in 
addition to their adaptation to full-size main 
office or exhibition displays, are ideal where 
flexibility of space is a prime factor. 

Who knows what additional possibilities 
will be found for our kit concept? Who 
knows what new challenges will be presented 
and met by Metropolitan Travel Display: 





Editor's Note: At presstime it was 
learned that Metropolitan has obtained 
the contract for creating the displays 
for the Coca C: 1: pavilion at Freedom- 
land (reviewed ..:tensively in the June 
issue). This Hospitality Lounge will be- 
come Idiewild Airport of the future, the 
hopping-off place for outer space, as it 
is located adjacent to Satellite City in 
the extensive project. It will feature 
future-type travel posters urging viewers 
to “Visit a Small Planet" or "Visit the 
Romantic Moon." 











COMING UP! 


National Picnic Month 
National Safe Boating Week 
*Independence Day 
“Democratic National Convention 
Begins 
National Farm Safety Week 
“Republican National Convention 
Begins 
National Denim Week 
National Make It Yourself 
With Wool Week 
Coast Guard Day 
Friendship Day August 7 
*Olympic Games begin August 25-Sept. 10 
American Home Lighting Fixture 
Month 
American Woolen Month 
Child Foot Health Month 
Fall Cleaning Time begins 
Miss America Pageant begins 
*“Labor Day Sept. 5 
National Child Safety Week Sept. 7-14 
National Wallpaper Month. Sept. 15-Oct. 15 
National Dog Week Sept. 18-24 
National Seater Week Sept. 19-25 
Kiwanis Kids Day Sept. 24 
National Tie Week Sept. 24-Oct. 1 
National Sunday School 
Week Sept. 25-Oct. 2 
(DISPLAY WORLD will be glad to fur- 
nish the name and address of any sponsors 
of the above-mentioned events. Many of 
them make available free posters or other 
display material as well as ideas for displays 
tying in with the occasion. Simply address 
your request to the Editor, DISPLAY 
WORLD, Cincinnati 1. 
*These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 


July 1-31 
July 2-10 
July 4 


July 11 
July 17-23 


July 25 
August 1-7 


August 1-6 
August 4 


Sept. 1-30 
Sept. 1-30 
Sept. 1-30 
Sept. 1-Oct. 31 
Sept. 4 


MERKLE-KORFF 


MOTIONDISERS 


HELP YOU SELL? 


WRITE FOR FREE 20 PAGE 
ILLUSTRATED IDEA BOOK! 











MOTIONDISERS 


by MERKLE-KORFF GEAR CO. 
213 NORTH MORGAN STREET 
CHICAGO 7, ILL., MO 6-1900 





? 
i 


HOLLY 30 LITE 
MINIATURE SET 


lm 


(UL 


UL APPROVED miniature set. 30 screw 
type bulbs in petal shaped sockets. Bulbs 
have permanent filaments and if one goes 
out the rest remain burning. Set avail- 
able in green or ivory wire and sockets 
and with celored or clear bulbs. 


24 lite model also available 


JULIUS KUPFER, INC. 


Migrs. of Xmas Lite Sets & 
Display Specialties 
79-10 ALBION AVENUE 
ELMHURST 73, L. I., N. Y. 














(Continued from page 10) 


in answer to our invitations and more are expected 
as this policy becomes better Known. 


SNIIINVYW OLLSV 1d 


This offer has also been extended to several 
foreign publications, and most recently a Dutch 
publication, Heer en Mode, directed to the 
Dutch men's wear retailer, published six pages 
of photographs of the best American Father's 
Day displays of recent years, all supplied 
by DISPLAY WORLD. 


The National Retail Furniture Association 
published several of the winning displays in the 
furniture and home furnishings categories of the 
1959 International Display Contest in its Pro- 
motion and Advertising Guide. Photographs of 
photographic equipment displays will be appearing 
shortly in trade journals aimed to that 
particular retailer. 


For some unaccountable reason we often 
have difficulty in securing enough candid photos 
for our Display On and Off the Record page. 


* |suiyrupw: D 





AY, 


, YOUR ONE © Vj GS 4% 


~ (n*4 


“BEST SOURCE ay) | 


FOR FEATHERS: =y, 


Ostrich Plumes = 
all Sizes ay 
All Kinds of SS} 
Pheasant Tails 
Natural and Dyed Nj 
in ail sizes. = 


Peacock Tails 
in all sizes. 


SS 
Feathers for Every Purpose * 


HARRY BERKOFF 


Possibly, readers may have the impression that the 
photos submitted have to be professional quality. 
This isn't true. We can get excellent repro- 
duction from small snapshots or Polaroid photos. 
Keep us in mind from now on. We're interested, 
and so are our readers, in what you are doing 

at work and play. 


Another favor . . . There have been so 
many changes in display personnel of stores in 
recent years that it has been very difficult 
for us to keep track of all the changes and 
make the necessary corrections in our mailing 
list. Would you please check the address on this 
issue and see if it is correct. If there is a 
correction, please advise us at your earliest 


convenience. 
400 8th Avenue New York 1, WY. 


WHITE MICA 


FIREPROOF .. . REALISTIC 
SPARKLES LIKE meal SNOW 
Available in 50 lb. Bags 


U.S. MICA COMPANY, INC. 


26 SIXTH ST. FOREST PARK, 
STAMFORD, CONN. rPLLEIENOTS 





We salute Rod Serling as Honorary Displayman 
of the Month for his recent "Twilight Zone" 
TV drama in which store mannequins took holidays 
as humans. Too bad it was only fiction. 


Cordially yours, 


VA; 
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—After completing 
decorations for the 
auditorium of Kernan 
Hospital, displaymen 
Tom Whittington (left) 
and Randy Irwin 
(right) donned their 
clown costumes and 
James Campbell was 
transformed into the 
Easter Bunny to enter- 
tain the crippled chil- 


dren— 


Baltimore Guild Performs 


For Crippled Children 


NCE there was a little girl whose 

birthday was December 25th and her 

resourceful parents promptly instituted 
a nominal birthday for the child, midway 
between Christmases—namely, June 25th. 

In the same spirit of reasoning, the Dis- 
play Guild of Baltimore launched an Easter 
party at the Kernan Hospital for Crippled 
Children in Baltimore, knowing that at 
Christmas there are many parties given for 
children in hospitals but not many between 
Christmases. 

Shortly betore noon on the Saturday be- 
fore Easter the displaymen of the Baltimore 
Display Guild turned out at the Kernan Hos- 
pital armed with wall staplers and what- 
ever props they could spare that might be 
used for the Easter theme. Early in the 
afternoon the hall was professionally deco- 
rated and the children were given a party 
with all the trimmings. 

The center of attention, of course, was the 
Easter Bunny enacted by James Campbell, 
Saltimore freelance displayman. Sharing 
the spotlight were the two clowns portrayed 
by Randy Irwin and Tom Whittington, dis- 
play managers of two of Baltimores Sears 
stores. Bob Witt, secretary of the Guild and 
display manager at Oppenheim Collins, ar- 
ranged the affair and the program which 
were publicized in a local TV presentation. 

Interspersed with moppet sketches, the stage 
show provided first class entertainment. A 
lady magician was an impressive feature of 
the program. An organ with all the “gim- 
micks” was loaned for the occasion, and the 
organist contributed his rousing perform- 
ance. All the refreshments and entertain- 
ment were donated, as well as the time and 
skills of the displaymen. 

Frank Malehorn, local representative of 
the American Fixture Company, is president 
of the Guild and Russ Graves, display man- 
ager of the Raleigh Haberdasher in Wash- 
ington, D. C., is vice-president 
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The Baltimore Display Guild is one of the 
oldest display clubs in America. Through 
the Guild, club members can find expression 
for their professional talents elsewhere in 
rewarding charitable projects, and at the 
same time utilize other extra curricular tal- 
ents that they may possess 
Irving Fisher Passes; 

Was Expert with Crepe 

Irving Fisher, proprietor of the Fisher Dis- 
play Service, Chicago, died May 29, 
of that great killer, cancer. He was 52 years 
of age and is survived by his wife, Ruth, two 
children, Margot and Gail, brothers Sol, Alex, 
Sam and Haskell and sisters Emily and Mollie. 
Irving and his brother Sol were pioneers in 
the display installation business and 
was an expert in the use of crepe paper in 
advertising demonstrations in 
this art will be remembered by those who at- 
tended the conventions of the defunct Inter- 
national Display Men. The 
business will be continued under the manage- 
ment of his wife, Ruth 


a victim 


Irving 


displays. His 
Association of 


Arnold Abrams Again 
Touring Orient 

Arnold J. Abrams, well known in the dis- 
play field from which he retired some years 
ago, 1s now touring the Orient and Japan 
with his wife. He has been a world traveler 
since his retirement and from Tokyo he writes 
as follows: “The large retail department stores 
do not have ladies’ dresses on racks as we do. 
They show dress styles on mannequins witha 
number and price and the various colors of 
the particular fabric on a platform. You make 
a selection of the fabric, you are then mea- 
sured and the dress is made to order for you. 
They have hundreds of mannequins in each 
store on their garment floor. Mannequin manu- 
facturers please take notice.” Their return 
trip will take them to Hong Kong and Hawaii 





For Mannequin 


WIGS 


No Measurements Necessary! 


WRITE FOR 
WIG 
BROCHURE 


Wigs made 
for your special 
DISPLAY NEEDS 





Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN’S .. . MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver! 





Write for catalog 


HERZBERG-ROBBINS, INC.’ 


“110 W. 30th Street, New York 1, N. Y. 
a Pian 6-3585 








NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


¢ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 




















| Yasenchack Takes Over honored and given a plaque for over 4) _ 
USE THE Ai Taylor's, Cleveland of service in the Detroit Display Club. Mr. 


T | : : Blecher has a mannequin business located in 
[ | t / Robert Yasenchack has been appointed dis- ioe 
OPPORT NITY aa : ig : f Wm Daal sx n& Company Detroit. 

Nay anaver O , < OT] ¢ 7 < ; ‘ : 
X H ANGE , iealionll Mr. Yasenchack, a native of Cleve- How many display clubs can brag of sas 
i» C AAl epee ir IP Seg ae , , vears existence with members serving from 
land, attended the Cleveland Institute of Art, iy aaa dns hits’ neh cal eaten ¥ “Shes 
FOR and was formerly display director at Halle abiggon, oa ne : a Ai re pean nage Pots 
, a atte Ww many S C } r- 

e POSITIONS WANTED Bros., also of that city. ' a 

° ay FOR SALE Mi agai , naticnal for a meeting? 
e SURPLUS MATERIALS OR 


who is retiring after 54 years of service with ‘ ' 
EQUIPMENT FOR SALE Tavlor’s. He joined Tavlor’s in 1906 in the Resident Realigns Areas 
e MEN WANTED wana ge 


delivery department. He was transferred to For Representatives 
0 Ee ae annie the display department as a helper, and was Resident Display, Inc., of New York City 
e DESIGNERS WANTED appointed display director in 1932. announces that Herb Blatt will be its repre- 
ages as sentative in the Southeast as far west as the 
1 Column $5.00 | : . Mississippi. Ned Covitt will represent Resi- 
Columns $10.00 Detroit Display Club dent in the Southwest from the Mississippi 


2 
x 1 Column $10.00 Honors J. H. Blecher into Arizona. George Lenard will henceforth 
. 2 Columns $20.00 


It was the Club Metropole in Canada for cover Washington, D. C., in addition to the 
(Cash with Copy) the May meeting of the Detroit Display Club. Northeast territory he now handles. Jerry 
Any Larger Size Units desired may be Seventy members and their wives attended. Schoenfeld who traveled for Resident in these 
mserted at the rate of $5.00 per Single |. H. Blecher of the Blecher Studios was ___ territories resigned as reported. 
Column Inc! 


_ Yasenchack succeeds Edward Osterland 


xX 
_ x 
X 
x 





STRADE PERCONALITIES Ne 202 by loved 


August Opportunity Exchange 





Forms Close Jerwer was Born IN Ws ANGELES 
Jul 5th ATTENDED UNIVERSIYW OF SOUTHERN 
y CALIFORNIA. SERVED IN SOUTH 
PACIFIC IN 4IST DIVISION 
INFANTRY. RETURNED 


CIVILIAN LIFE IN 1946 ANP 
ENTERED InTO BUSINESS 
ESTABLISHEP BY Hic 


wood letter co. 


‘'weonrvpoaeavens 











151 WEST (8th ome NEW YORK tI, N. Y. 


sz . 

RUSTIC & WESTERN DISPLAYS 
en voc RUSTIC 
gy — bices swimmine, 


BIRCH Poles & Branches Phone NAtional 9-6479 GOLF, TENNIS AND 
CEDAR Poles & Slabs Williamstown, N. J 
\ J 

















TICKETS-STREAMERS-PENNANTS 


Complete line of all sales promotions of the year 
including CHRISTMAS .. . Printed in 2 colors and 
in many sizes and styles. Request sample kit on 
letterhead. Jobber inquiries invited. 
ISLAND ADVERTISING, INC., Dept. DW 7-60 
184 Jericho Turnpike, Fioral Park, New York 
Floral Park 2-9277 


AUTOMATIC WOOD TURNINGS Hoesirs 


All Types of Finishing PHOTOGRAPHY 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


( DECORATIVE FOILS 


R P Expanded Aluminum Foil, R P Ex- 

panded Puffing Foil, R P Unexpanded Foil, 

R P Non-Exnandable Foil. R P Base Metal 
Write for Samples 


RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 























THE SILENT DISPLAY TURNTABLE 


INDOLA 


ee “~w ee SECRETARY. TIYEASURER anv GENERAL MANAGER 
or outfstenain earTures 7 


DECTER MANN HKIN COMPANY INC. 
8820 Sunset IN DOLA California OS ANGELES,CA 


-_ — 
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Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 








Use Opportunity 
Exchange Section 


For Quick Results 





For Sale or Trade 


Complete animated Christmas 
Trim “Twas the Night Before 
Christmas”, built by a leading 
manufacturer, and all in good 
mechanical condition. For de- 
tails write: 


John P. Campbell 
RIFF’S 
P. O. Box No. 2066 
Longview, Texas 














WANTED 
SALESMEN (SEMI-RETIRED) 
Displays and Fixtures 


BROWARD PAPER & DISPLAYS 
206 S. W. 16 Court 
FT. LAUDERDALE, FLORIDA 








WANTED 
DISPLAY MAN 


With ability to create attrac- 
tive windows for progressive 
Dept. Store in Southside Vir- 
ginia. Good Salary, permanent 
position with store benefits 
and excellent living conditions 
in the prettiest section of 
Virginia. 


Address Box 7-AB 


Care of DISPLAY WORLLD 


FOR SALE 
9 Mechanical Windows 


very charming and filled with 
Christmas spirit. Made by 
Pacific Promotions. 


Cost $6400.00 | . 
$2500.00. 


POLSKY’S 


AKRON 8, OHIO 


. asking price 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now tor 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 


AND SURROUNDING AREA 
Sales representative with De 
partment Store and Specialty 
Shop following. Guaranteed year 
around sales. (Basics, supplies, 
hot novelties, imports, etc.) 
For details send resume to- 

DUPLEX DISPLAY & MFG. CO. 

916 Arch Street Philadelphia, Pa. 








AND SURROUNDING AREA 
Sales representative with De 

partment Store and Specialty 

Shop following. Guaranteed year 

around sales. (Basics, supplies, 

hot novelties, imports, etc.) 
For details send resume to— 

DUPLEX DISPLAY & MFG. CO. 

916 Arch Street Philadelphia, Pa. 




















POSITION WANTED — Display 
Manager wishes to relocate in Los 
Ange'es or San Francisco. Exper. 


enced, expert in all types windows, 


interior display, men’s and ladies, 
showcards, backgrounds, props, de 
sign and art. 
Address BOX 7 BC 
Care of DISPLAY WORLD 


ie ee Tae ee ee Se 
AND SURROUNDING AREA 
Sales representative with De 
partment Store and Specialty 
Shop following. Guaranteed vear 
around sales. (Basics, supplies, 
hot novelties, imports, etc.) 
details send resume to 
DUPLEX DISPLAY & MFG. CO. 
916 Arch Street Philadelphia, Pa. 




















WANTED TO BUY... 
Complete Set of Full Round 


NATIVITY FIGURES 


Use 


the 


Opportunity Exchange 


for 


e POSITIONS WANTED 
e PLANTS FOR SALE 


© @t ©: a8 6 


AND SURROUNDING AREA 
Sales representative with De- 
partment Store and Specialty 
Shop following. Guaranteed year 
around sales. (Basics, supplies, 
hot novelties, imports, etc.) 
For details send resume to— 

DUPLEX DISPLAY & MFG. CO. 

916 Arch Street Philadelphia, Pa. 








ea oar FZ 
AND SURROUNDING AREA 
Sales representative with De- 
partment Store and Specialty 
Shop following. Guaranteed year 
around sales. (Basics, supplies, 
hot novelties, imports, etc.) 
For details send resume to— 


DUPLEX DISPLAY & MFG. CO. 


916 Arch Street Philadelphia, Pa. 


e SURPLUS MATERIALS OR 
EQUIPMENT FOR SALE 


e MEN WANTED vI Al 
sales ‘presentat ; t de 
& PLANTS WANTED meatinn a fren call ‘Seosteies 


to— Shop following. Guaranteed year 


g SALESMEN WANTED around sales. (Basics, supplies, 


SOUTHERN DISPLAY ARTS not peweltiee, ieaperte._ et 
ais McEINNEY, AVENUE ¢ DESIGNERS WANTED ppeaae Suscae 5 Ene ob 


DALLAS 1, TEXAS 
° 916 Arch Street Philadelphia, Pa 
1 in. x 1 Column ’ 


1 in. x 2 Columns 
2 in. x 1 Column 
2 in. x 2 Columns 


USED, REPAIRABLE, NEW? 








Two-thirds to Life Size for Interior 


use. Prefer fine detail for close 


KANSAS CITY 


AND SURROUNDING AREA 


viewing. Send Photos, description, 


sizes, location, condition, price, etc. 














STUDY 
WINDOW DISPLAY 
AT HOME 
Earn good income. Easy home- 
study Employers: 


(Cash with Copy) 
Sponsor our course for one oft 


Any Larger Size Units desired may be inserted | ed ge 
‘ your empioyees. W i a 
at the rate of $5.00 per Single Column Inch. this course the finest of its 


kind. School highly recom- 
mended and established in 1905 
The KOESTER SCHOOL 
Koester Bldg. 
Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 


FOR SALE 


Mechanical Christmas Display, 
Stylized locomotive, Santa as course. 
engineer, 4 36” snow men. All 
in good mechanical condition. 
Price $500. Photograph and 
complete particulars on request. e 


P. J. WESTLAND AUGUST OPPORTUNITY EXCHANGE 
The Hub, Steubenville, Ohio FORMS CLOSE JULY 5th 
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ADVERTISING 
INDEX 
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This advertisers’ index is pro- 
vided as an additional service. 
The publisher does not assume 
any liability for errors or omis- 
SIONS. 








E’VE seen and heard a lot about 
import promotions in the last few 
vears, but here is a new treatment 
that rates with the best so far as ingenuity 
is concerned. For a background throughout 
the promotion, photo enlargements of actual 
maps of the various countries were pasted 
onto irregular hardboard cutouts and at 
tached to metal grids along the back walls 
Women’s and men’s wear were intermingled 
throughout the series, with various national 
symbols, such as the British headdress, the 
\frican sun helmet and the traditional Dutch 
girl’s bonnet in this display, adding to the 
travel theme 


Sources of Paint Booth, 
Vacuum Units Given 

Numerous requests have been received for 
the source of the paint spray booth and the 
vacuum unit mentioned in the article entitled 
“The Display Executive ... His Prop Shop” 
in the May issue of DISPLAY WORLD 
Woodward & Lothrop, Washington, D. ¢ 
has advised us that the paint spray booth 
was purchased from Paasche Airbrush Co., 
1909 West Diversey Parkway, Chicago 14 
The vacuum unit came from Delta Power 
fool Div., Rockwell Mtg. Co., 662 N. Lex- 
ington Ave., Pittsburgh 8, Pa. Both firms 
will be glad to answer your inquiries 


Select Flower Consolidates 
New York Facilities 

Showroom, tactory and warehouse tacili- 
ties of Select Flower & Display Co., Inc 


’ 
| 


have been consolidated at 408 Broadway, 
New York City. Irving Saks, president, an- 
nounces a new line of novelties and plastic 
Howers that can be seen at the showroom 





Notice that the lady mannequins come equip- 
ped with high heels and that shoes are just 
painted on. 

This display was chosen Display of the 
Month by the editorial staff of DISPLAY 
WORLD from entries received during the 
month ot May in the 1960 International Dis 
play Contest. Hans Erhardt, display director 
ot Jelmoli, Zurich, Switzerland, will receive 
the: Gold Medal for his winning display. 

For complete information about the 1960 
contest and a complete list of the 65 mer- 
chandise and service classifications please turt 
to page 8 of this issue 


Charlie Weaver Made 
From Celastic 

Donald Maharam of Maharam Fabric Cor- 
poration, New York City, announces that 
the colloid treated tabric used by Shutt Ad- 
vertising Displays, Strasbourg, Pa., in the 
fabrication of the model of Charlie Weaver, 
well known television personality, is Celastic 
distributed by his firm. 


, 


Copies of DISPLAY WORLD 
At David Hamberger 

Arrangements have been made tor David 
Hamberger, Inc., 136 West 3lst street, New 
York City, to have additional copies of 


DISPLAY WORLD available for sale 


Erratum 

Don Zork, new member of the board of 
directors ot the St. Louis Display Guild, is 
a member of the display department of Stix, 
Baer & Fuller, not Famous-Barr as reported 
in the June issue. 


DISPLAY WORLD 
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Machines in 


HE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 
H. M. COWDROY, LTD. sedis 


95-97 York Street ; ; ; , 
Sydney, N.S.W. Australia Display Room: Chicago Merchandise Mart, Suite 928-C 
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FREE?! A special sample and bro- 

chure on Upson DUO-WHITE...an 

exciting new display board that’s 

strong, rigid, light in weight, 

smooth and white on both sides. 

Takes all types of paint and ink ) 

easily with no creeping, crawling i 

or soaking. Size 4’ x 8’ x 3/16” Uispaay boars 


WRITE: The Upson Company, 570 Upson Point, Lockport, New York 
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